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Rough Proofs 


“What to do if you can’t sleep.” 

Drink Ovaltine, Sanka, Kaffee Hag 
and hot milk; then you should have 
no trouble floating away into the 
land of Nod. 


vg¥egy 


Dealers and clerks will get $6,500 
of the prize money offered in the 
new Octagon contest. And they de- 
serve something pretty nice for hav- 
ing to listen to their customers’ lit- 
erary exercises. 
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Sleepsafe Industries, Inc., has a 
message for “every man, woman and 
child who sleeps in a bed.” If any 
of you have been overlooked, just 
hold up your hand. 


Ten people will get free trips to 
Hawaii for merely lending their tal- 
ents to Libby’s limerick problem. But 
after seeing “Mutiny on the Bounty,” 
nine of them will ask for transfers 
to Tahiti. 


7, ¢ @ 


After using up a_ tremendous 
amount of energy, the ice cream in- 
dustry has finally succeeded in pro- 
ducing six new slogans with which 
the 1936 market will be boldly at- 
tacked. Per aspera ad astra. 


. = ¢F 


“Portentous” is one of the best 
words in the language, but for some 
reason or other it is misspelled and 
mispronounced about 95 per cent of 
the time. Maybe we’d all better stick 
to “ominous.” 


7 3 


They say the population hereafter 
will include a larger number of peo- 
ple over sixty. This does not refer, 
however, to those who drive over 
sixty. 


% ? 


One reason why the youth appeal 
will not be dropped in favor of talk- 
ing of the dignity and charm of ma- 
turity is that a lot of the oldsters 
still put up a pretty good bluff of 
being youngsters. 
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According to the Standard Adver- 
tising Register, an anonymous con- 
tributor points out, the Pulverized 
Manure Company is now placed di- 
rect. And why not? 


? 


You have the word of Elmer Way 
for it that O. C. Keener really does 
business as an optician in Kenmore, 
mm ee 
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ALL PURPOSE? 
Educators are all purpose crax; 
So are Mr. Whoozis’ tacks. 
Ponds is an all-purpose cream, 
Makes milady a lovely dream. 
All purpose this and all purpose 

that— 
Copywriters must be flat. 
BERYL BERK. 
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Ford cars are equipped with Ford 
radios and Ford batteries. Mr. Ford 
seems determined to get as much 
business as possible from Mr. Ford. 
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Wouldn’t that Magic Brain have 
been a big help when you were strug- 
gling with trigonometry? 

Copy Cus. 


STEWART- WARNER 
COMEBACK NOT A 
MIRACLE -- OTIS 


Chicago, Nov. 29.— To those who 
have been following the fortunes of 
the Stewart-Warner-Alemite Corpo- 
ration during the past several years, 
the recent public announcement that 
the corporation had netted $1.07 a 
share during the first nine months 
of 1935 not only had the character 
of a pleasant surprise, but connoted 
the performance of at least a minor 
miracle. 

But to Joseph E. Otis, Jr., young, 
thoughtful president of the company, 
there is no mystery, and no miracle 
in Stewart-Warner’s change from a 
morose to an up-and-coming organ- 
ization, with the sales and profits 
curves rising sharply, and the top 
nowhere in sight. You can take Mr. 
Otis’ word for that. 

That $1.07 profit for nine months 
compares with 45 cents for the cor- 
responding period of 1934, a loss of 
almost $1,800,000 for the year 1933, 
and a loss of very nearly $2,500,000 
during 1932. 

It follows a period when Stewart- 
Warner was on the downgrade, a 
downgrade due not only to the de- 
pression but also to internal con- 
ditions; a downgrade so severe and 
so steady that a lot of people won- 
dered how soon the explosion would 
come, 


Common Sense Used 


But when ADveRTISING AGE asked 
Mr. Otis to tell just how it was 
that, in little more than two and 
a half years, he and the new regime 
he instituted have so thoroughly 
turned the business tide, he said: 

“There isn’t any mystery to it at 
all. We simply instituted better fac- 
tory control and a better sales policy, 
we used common sense, and we pro- 
ceeded on the sound, but unspectac- 
ular premise that a business, like a 
child, must learn to crawl beforé it 
learns to walk.” 

Stewart-Warner-Alemite comprises 
three major business divisions, auto- 
motive, radio and refrigerators, in 
addition to the caster business con- 
ducted through the Bassick Com- 
pany of Bridgeport. Mr. Otis, who 
had been in charge of Alemite oper- 
ations since 1922, was made nresi- 
dent of the parent company in De- 
cember, 1933, in an upheaval which 
shook the company to its founda- 
tions. 

He started in with what he char- 
acterizes as a “big factory reorgan- 
ization” in which the entire depart- 
mental set-up was changed, Alemite 
operations were consolidated in the 
Stewart-Warner plant and the Ale- 
mite plant was leased, rigid cost 
accounting systems were installed, 

(Continued on Page 12, Col. 1) 


Ralston - Purina 


Stages Tests on 
Shredded Cereal 


St. Louis, Mo., Nov. 29.—Ralston- 
Purina Company has launched test 
campaigns for a new wheat cereal 
in Eastern markets. 

The company, which makes Ralston 
wheat cereal, Ralston wheat flakes, 
and other products, has tentatively 
named the new product, “Shredded 
Ralston.” 

The test campaigns are being con- 
ducted in Buffalo, N. Y., and Provi- 
dence, R. I. 


HEAD MIRRORS COPY 


OFFER tes 


BUY ONE CAN 


FREE COUPON 
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Marshall Field Quits 
Jobbing Field; May Be 


Advertiser 


To Place Greater Emphasis on Manufacturing; 
Retail Set-Up Unchanged 


Chicago, Nov. 29.—Indications that 
Marshall Field & Co. may shortly en- 
ter the ranks of national advertisers 
on ascale befitting their size and pres- 
tige were seen by merchandisers this 
week as the company announced a 
decision to abandon wholesaling of 


A woman's head serves as the back- 
ground of this two-for-one newspaper 
offer of Fitzpatrick Bros., Chicago. 


FIC SUMS UP 
FINDINGS OF 
CHAIN STUDY 


Washington, D. C., Nov. 29.— 
Many of the economic advantages 
possessed by chain store organiza- 
tions are of a character that is in 
conformity with existing law, the 
Federal Trade Commission declares 
in its annual report, released today. 
Manufacturers’ discrimination in 
favor of chains, as against independ- 
ents, is, however, criticized in the 
report. 

While the Commission’s reports 
on its investigations of chain stores 
as ordered by recent sessions of 
Congress, have been published in 
partial form, the FTC has now at- 
tempted to summarize the many 
studies, draw conclusions, and make 
recommendations. 

“Such advantages as those flowing 
from the integration of production 
and of wholesale and retail distribu- 
tion, from the savings involved in 

(Continued on Page 29, Col. 1) 


New York Fair Trade 
Law Given Set-Back 
In Coty-Hearn Case 


New York, Nov. 26.—This state’s 
Feld-Crawford fair-trade law in- 
tended to curb price-cutting on na- 
tionally-advertised merchandise suf- 
fered its second reversal this week, 
when the Supreme Court refused 
Coty, Inc., an injunction to restrain 
the Hearn Department Stores, Inc., 
from selling Coty merchandise for 
less than prices agreed upon between 
other retailers and the manufacturer. 

The law was first held unconsti- 
tutional in a decision made last week 
on the suit brought against R. H. 
Macy & Co. by Doubleday, Doran & 
Co., wherein the presiding justice 
pointed out that “loss leaders” fea- 
tured to attract customers are really 
investments in advertising, and that, 
if the loss leader is unfair competi- 
tion, so is any other form of adver- 
tising. 

After giving the grounds on which 
the law was found unconstitutional, 
the latest decision gave reasons why 
the statute would operate to the dis- 
advantage of retailers and consum- 
ers, such as the fact that some re- 
tailers would have to charge more 
than enough to afford a reasonable 
margin of profit, even though their 
customers might be unable, or un- 


willing, to pay such prices. 


Last Minute 


News Flashes 


Taylor Recommends Second Railroad Campaign 

Chicago, Nov. 29.—Pointing to an unprecedented increase in passenger 
travel on the Western roads, Harry G. Taylor, chairman, Western Associa- 
tion of Railway Executives, has recommended another joint advertising 


campaign to start early next spring. 


The first was held this year. 


Bijur Becomes Fletcher & Ellis Vice-President 


New York, Nov. 29.—George Bijur, who resigned recently as advertis- 
ing and sales promotion director of Columbia Broadcasting System to 
establish his own agency, has been appointed a director and vice-president 
of Fletcher & Ellis, Inc., to head its creative departments. Before joining 
Columbia Mr. Bijur had been connected with Erwin, Wasey & Co. and the 


Macy and Bamberger organizations. 


Joint Salmon Campaign Placed with Thompson 
Seattle, Wash., Nov. 29.—The Associated Salmon Packers have selected 
J. Walter Thompson Company to handle their projected cooperative cam- 


paign, it is reported here. 


Although official confirmation was not obtain- 


able, it is said that the agency may open a Seattle office, possibly under 
the direction of Norton Mogge, now head of the J. Walter Thompson office 


in Los Angeles. 


Standard Tobacco Buys Axton-Fisher Control 


New York, Nov. 29.—An option 


to purchase four-fifths of the voting 


common stock of Axton-Fisher Tobacco Company, Louisville, maker of 
Spud, Twenty Grand and other cigarette and smoking tobacco products, 


will be exercised by Standard Commercial To 
end of the year, it is reported here. 


cco Company before the 
Most of the stock involved is held 


by the estate of the late Col. Wood Axton. 


products made by others and to con- 
centrate upon goods of its own de- 
sign, made in factories owned by the 
company or in which output is under 
its control. 

This is the first major change in 
policy made by James O. McKinsey, 
who became chairman of the board 
a scant six weeks ago. Under the 
new order, the wholesale division 
will be known as the manufacturing 
division, to handle only products 
manufactured or imported by Mar- 
shall Field & Co. The retail policy 
remains unchanged. 

The new decision leaves a number 
of manufacturers hitherto repre- 
sented by Marshall Field’s wholesale 
division without distributing facili- 
ties. It puts the company in the 
position of competing to some extent 
with manufacturers whom they have 
hitherto supported. Likewise, it 
clarifies the company’s position as 
being one of the largest manufac- 
turers in the United States and 
having definite responsibilities as 
such. 

Wording of Announcement 


The wording of Mr. McKinsey’s 
announcement is regarded as signifi- 
cant by advertising experts: 

“During the last several years 
Marshall Field & Co., despite the fact 
that it has been known in some quar- 
ters as a jobber, has sold an increas- 
ingly large proportion of their re- 
quirements to large retailers, who 
have discovered that this company 
manufactures a large proportion of 
its goods.” 

Mr. McKinsey was extremely mod- 
est in this statement, Marshall Field 
& Co. is known to the trade as the 
world’s largest manufacturer of 
handkerchiefs. Its Boulevard line 
for men has had benefit of adver- 
tising by its own rétail stores, and 
of course by other merchants in var- 
ious cities who found that it was 
a worthy product. 

La France hosiery is another line 
with a long record of satisfactory 
service and it is a name which has 
been frequently seen in Marshall 
Field retail copy. Another signifi- 
cant step taken not long ago was to 
confer the company’s own name on 
a line of women’s hosiery in a differ- 
ent price class. Marshall Field brand 
of hosiery has “gone over” in a big 
way, it is reported. 


Other Well-Known Brands 


Under the brand of “Wearwell,” 
Marshall Field & Co. produce a com- 
plete line of bedding, including sheets 
and pillow cases. Despite the lack 

(Continued on Page 28, Col. 3) 
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Stodel & Kramer Now 


L. A. Agency’s Name 


Robles & Stodel, 1205 Haas Blidg., 
Los Angeles, have changed their 
name to Stodel & Kramer, Albert 
Kramer, Jr., formerly sports editor 
of the Dallas, Tex., Journal, having 
purchased the interest of Stuart G. 
Robles. 

Milton A. Stoddard has joined the 
agency as manager of plans and pro- 
duction. 


Hoboken Uses Stickers 


The Hoboken, N. J., Chamber of 
Commerce is sponsoring a plan to 
advertise the city by means of 
gummed labels which are to be af- 
fixed to out-of-town mailing matter 
through the cooperation of Hoboken 
business firms. 


4-A STUDY OF 
RATE PROBLEM 
MAKES HEADWAY 


New York, Nov. 26. — Encouraging 
replies have been received during the 
past week in answer to the letter 
sent by John Benson, president of 
the American Association of Adver- 
tising Agencies, to newspaper pub- 
lishers in cities of 100,000 and more, 
seeking a solution to the local-na- 
tional rate problem, Mr. Benson said 
today. 


At the same time, he took cog- 
nizance of the fact that it is still 
too early for results to be de- 
termined. No effort will be made 
to study replies received until the re- 
turns are complete. 

In his letter, Mr. Benson drew the 
newspaper publishers’ attention to 
the widening differential between 
local and national rates and the in- 
creasing efforts of national adver- 
tisers to obtain the local rate. 


Estimates $25,000,000 Loss 


Mr. Benson estimated that news- 
paper publishers are suffering a loss 
of $25,000,000 annually through di- 
version of advertising from the na- 
tional to the local classification. Else- 
where, the figure was estimated this 
week as high as $50,000,000. 


According to the Four A’s, the dif- 
ferentials range from 194.9 per cent 
to zero in cities of 100,000 and more. 
Based on 20,000 lines a year, the 
average differential in the morning 
field is 42.2 per cent; in the evening 
field, 35.7 per cent, and in the Sun- 
day field, 49.7 per cent. 

Mr. Benson said that six years ago 
20 per cent of general advertising 
was being placed at retail rates, to- 
day it is estimated at 30 per cent, 
and if not arrested, it may soon be- 
come 40 or 50 per cent. The danger, 
he added, is not so much a matter 
of revenue as of disorganizing the 
business of national advertising. 

To clarify the agencies’ position 
and anticipate the statement that 
their interests lie in preserving their 
commissionable stake in national ad- 


Company. 


are they? 


Be-ooo-tiful SILVER! 


Featherstone-Gordon’s 


Mrs. F-G first saw it advertised in 
The New Yorker. 
bought. Her friends bought. Presently 
the Hmmmm people were getting 
orders from all over the country. 

There is a simple moral in this, 
whatever your business. 

Sell the people other people copy 
first. And your selling job to the mil- 
lions is well on its way. 

Who are these No. 1 people? Where 


She liked. She 


Be-ooo-tiful SILVER! 


LL Mrs. 
silverware is uncommonly beau- 
tiful. It’s made by the Hmmmm Silver 


They are all over the country and 
most of them are cover-to-cover 
readers of a national weekly called 


The New Yorker. 


Your advertisements in The New 
Yorker attract the attention of 127,- 


000 alert style-setters. 


Sell them first. They are the people 


other people copy. 


THE 


NEW YORKER 


25 WEST 45th STREET 


SELLS THE PEOPLE OTHER PEOPLE COPY 


vertising placed, Mr. Benson de- 
clared that 93 per cent of the Four 
A’s members receive compensation 
from clients on local advertising 
placed through dealers. 


Brand Situation in Confusion 


Private brands, Mr. Benson alleged 
in his letter, in the present situa- 
tion have an advantage over national} 
brands and a state of confusion 
exists as to competitive advertising 
among national brands. Some na- 
tional brands are competing at bad 
odds not only with private brands, 
which obtain a low local rate, but 
also with other national brands 
which have managed to get the loca] 
rates. The bartering and dickering 
of 30 years ago, with the aggressive 
trader winning, is likely to be the 
demoralizing result, he declared. 

The vital need is that newspaper 
advertising should be regarded as a 
national unit, in the same light that 
magazines, radio and outdoor adver- 
tising are, Mr. Benson said. He 
suggested three possible remedies 
in the newspaper field: more rigid 
definition of what is local and what 
is national advertising; equalization 
of general and retail rates in cer- 
tain lines, such as automotive; and 
approximation of retail and general 
rates. 

In some quarters Mr. Benson’s 
proposal that newspaper publishers 
act together on the matter was not 
regarded with enthusiasm, some even 
decrying the fact that the situation 
was thus emphasized. Some pub- 
lishers are reported to be replying 
politely, diplomatically keeping the 
space buying potentialities of agen- 
cies in mind but at the same time 
harboring a skeptical feeling toward 
the move. 

A feeling which seems to prevail 
in some quarters is one of indi- 
vidualism, or the thought that the 
local-national rate problem is one to 
be dealt with exclusively by the in- 
dividual publisher and individual ad- 
vertiser. 


Some Like Status Quo 


Among the national advertisers it 
was pointed out there certainly is a 
group which emphatically does not 
want any change in the situation for 
they are now reaping the benefits of 
the local rate and a shift might 
necessitate paying considerably 
more. 

When asked if the American News: 
paper Publishers Association might 
be expected to take any action L. B. 
Palmer pointed out that the organ- 
ization to date has never, at any 
time, entered into any matter of 
business conduct of its members, 
either pertaining to advertising 
rates, editorial expression or any- 
thing else. 


R & B Plans Big Drive 


Richardson & Boynton Company, 
New York, maker of boilers, fur- 
naces, and ranges, is laying plans for 
an extensive promotion campaign for 
1936, to be directed to the trade and 
to consumers, H. T. Richardson, vice- 
president, has announced. National 
periodicals will be used. Wendell P. 
Colton Company is the agency. 


you can sell 595,- 
503 free-spending sports- 

men when you tell them about 
your product — 595,508 men who 
need and use all the products that 
every average middle-class Amer- 
ican needs and uses. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston New York San Francisco 
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December 2, 1935 ADVERTISING AGE 


Mother may be the 
purchasing agent for 
the home, but father 
and the children do 
most of the specifying 
of the foods and prod- 
ucts that are bought 
for daily use. 


So, how to reach all of the family effectively—that's the question. Survey 
figures show conclusively that when it comes to 100% family reader 
interest, the Sunday Comic Sections are in a class by themselves. No 
other medium comes within gunshot, as a family affair, in its appeal to 


dad, mother and the kids. 


No wonder advertisers are “serious about Comics”, and especially 
Metropolitan Weekly Comics with its intensive coverage of America’s 


richest market. 
» ai 
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COMICS 


METROPOLITAN Seal Sins eenanies 
Or 6000,0@@@ CIRCULATION 


Metropolitan 


@ Baltimore SUN-Boston GLOBE -BuffaloTIMES-StLouis GLOBE-DEMOCRAT 
Cleveland PLAIN DEALER-Derroit lowe “New York NEWS-ChicagoTRIBUNE 


Philadelphia INQUIRER Pittsburgh PRESS-Washinglon STAR-StLouis POST DISPATCH 


5 P| ‘e : 
» re  ————————————————————————————————————————————_——————— 
B 
od 4 
Db ' 
14 co 
fe 
a es. ane 
» se 
a} 
1D ; 
~ \ : 
a- 2 1 : 
ud ’ 
s, | s? 4a 
ut 
ds se ¢ e 
a} : 
ng * 
ve : : : 
he oe —- ® 
er » aes : f) eee 
a mr er RP 
at oh ee 
He .* ee 
les ne! ee ae 
zid OVALTINE- oy 
at a 
ion i . “ne a 
er- ae 
nd 3 : (s ae 
i a ce eS 
ral 4 J eee 
~~ GRAPE eee 
n’s i Nuts / Aa ay dear 
ers » area 
not };\ y Rema 
ven s rue it 
ion oo we] Dr ee. 
= : <\ Pg 2 MY of cea 
ing x aa 
the \e > ic ‘yf 
zen- . a . .- 
ime ‘alee wl * cy f 
ard Soe : ty ie : He 
vail er ne fs Pp OVA Mes N _ _ 
te i, Ls URC H NG v Heke p< _ ee 
the } . \ ASI\ “Ane / \ IN s ee 
e to 7 C., a ° y = 
» in- \\ Ph ; CAMEL ] > tm: a B shi 
baal < a ( ‘ CIGARETTES: 2 ee / Lie q : oe 
—— PASS as 
net ee Silty GS) 7 Si 
1 for oO Col, av a ae apn fy 
roe ys > ? Teas, 
‘ably Coe HE ‘ Nese Re 
re : 
pany, 
, fur- 
ns for 
zn for 
e and 
, vice- * 
tional . 
dl 
| caine 
a 
nuch : 
595,- 
orts- 
bout 
who 
that 
mer- 
L oe 
ING NEWSPAPERS 
ancisco XUN 
: ; pear o : i te WG Se pene on Rap bi Siete ee Rae oT Ns 12g 1 Cr en a se Be So. ee — Serer ie ere meearatiaa om Bh Neh bd sl ae Pe site “i es oat ere as wis ge igs F et 
a pe a er a” ee eee ae. seed ae foe et a oe Soe 
eee Peg rt Uw Ripe eh eet cy Serpe ns A RO pine e read ci  Meae 2h ORG nce Te SP ARPAPE = yee e a nea Prom a ape yk Gree ara ar Rm ER 8 RO (ORGS Ui eR Sh, Ree a ee so ee ge Tyc wn oh ETT he em ere Me Meng CN EMER AG Leo Dee 


4 


ADVERTISING AGE 


December 2, 1935 


Counter - Attack 
On‘Muck-Rakers’ 
Gets Under Way 


New York, Nov. 28.—A booklet ex- 
posing the methods of muck-raking 
authors and self-appointed spokes- 
men for the consumer who attack 
nationally advertised food and drug 
products has just been printed for 
the Proprietary Association for sale 
at cost to its members. 

The inital press run is 100,000. Pri- 
mary distribution will be obtained 
through its inclusion with the annual 
reports to stockholders of some pro- 
prietary firms. Several wholesalers 


have also secured quantities and it 
is expected some firms will devise 
other means of putting the booklet, 
“Safeguarding the Family Medicine 
Chest,” into hands of selected read- 
ers. 

Excerpts from an address given 
by Dr. Frederick J. Cullen, former 
chief of drug control, U. S. Food and 
Drug Administration, and general 
representative of the Proprietary As- 
sociation, serve as the foreword, 
pointing out that the consumer has 
not been aware of the great amount 
of scientific research done to deter- 
mire the therapeutic value of pack- 
aged medicines. 

The four sections of the booklet 
are entitled, “De-bunking the ‘De 
bunkers’”, “Scientific Resources of 
the Packaged Medicine Industry,” 


“The Public 7S Protected,” and “The 
Answer to Consumers’ Research.” 
Photographs in the second section 
show spic laboratories of Bristol- 
Myers, Health Products, Norwich 
Pharmacal, Lambert Pharmacal and 
Ex-Lax, while the last chapter con- 
tains a picture of the remodeled 
building, located in a debris-strewn 
lot, occupied by Consumers’ Re- 
search. 


Van Gunten Loses Son 


Munroe Van Gunten, 21, only son 
of H. R. Van Gunten, media director 
for Lord & Thomas, Chicage, was 
killed in an automobile accident Nov. 
23. Young Van Gunten was a passen- 
ger in a car being driven to the 
Chicago-Illinois football game _ at 
Champaign, II. 


S. M. A. P. Foands Award 


The Sales Managers’ Association of 
Philadelphia has established an an- 
nual award to be presented to the 
company in the Philadelphia area 
which during the year has made the 
most outstanding contribution to 
sales management by conceiving and 
executing a sales plan or system re- 
sulting in increased sales, consistent 
reduction in selling costs, higher 
standards in the field of sales man- 
agement, and stimulating individual 
initiative by establishing high incen- 
tives. 


Greenleaf Company Moves 

Greenleaf Company, advertising 
and merchandising counsel, has 
moved from its quarters at 216 Tre- 
mont St. to new offices at 20 Newbury 
St., Boston. 
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and in Chicago, you can’t do things DY nolyes either 


Half a dam or half a market—each represents 
a huge waste, a gigantic loss of horsepower or 
manpower. And the bigger the river or city, 
the bigger the loss. The second biggest city in 
America in manpower, buying power, electric 
power or any other kind of power is Chicago. 


Here is the largest market in America west of 
New York. And if you’re not using the 
American, you don’t know the half of it! 

What’s more, you don’t know the better half. 
We say better half because the American has 
not only the largest evening circulation in town, 
but it has what is more important: the largest 


concentrated circulation among men and 
women in their 30s and 40s. 


Economists have been telling us for some time 
that these young, active people are earning the 
bulk of America’s income today. Daily, more 
and more advertisers are realizing the signifi- 
cance of their statements about this all important 
age group. So watch your age limit if you want. 
to sell more merchandise. And watch your 
markets, too, if you want increased revenues 
without waste. With Chicago, we can offer you 
the second largest tonnage market in America. 


But if you’re not using the American, you don’t 
know the half of it! 


CHICAGO AMERICAN 


-+-a good newspaper 


NATIONAL REPRESENTATIVES: HEARST INTERNATIONAL ADVERTISING SERVICE 


Rodney E. Boone, General Manager 


RINGS THE BELL 


This recent advertisement for A. T. & T.'s 
long distance service rang the bell, in 
one case at least, the company has 
learned. Shortly after its appearance 
the company received a letter from a 
lonely father whose little boy was ill at 
home. "Il saw your advertisement, and 
called home,” he wrote. “Now | can go 
to sleep. Thank you for your advertise- 
ment." 


Court Upholds Smith’s 
Right to Make Slugs 


Manufacture and sale of metal 
slugs the size, shape and weight of a 
nickel, dime or quarter is not a fed- 
eral offense, Federal Judge F. A. 
Geiger held Nov. 21 in dismissing 
action brought against Alfred Smith 
of the Johnson Smith Company, Ra- 
cine, Wis., novelty maker. Mr. Smith 
advertised that his “slot machine 
slugs” in 5-, 10- and 25-cent sizes were 
guaranteed to “do anything the genu- 
ine coin will do.” The government 
charged him with making tokens in- 
tended to be used as current coin. 

Counsel for the defendant con- 
tended Smith’s slugs were plain 
metal without any stamping, could 
not be mistaken for nickels and that 
Smith had no control over what they 
were used for. Telephone companies, 
who lose thousands of dollars annu- 
ally through use of slugs in pay tele- 
phones, hoped this would become a 
test case. It was declared that no 
similar case decisions are recorded. 


Findley to M. of T. 
Charles Findley, formerly with 
Bozell & Jacobs, Inc., Omaha, Neb., 
has joined the scenario department 
of “March of Time,’ New York. 


Golfin 


300,000, half 


of ALL the private 
golf club members in the 
U. S. get it April to August in- 


clusive. More of a mass of 
strictly sifted class circulation 
than you can get in one piece 
anywhere else. 
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ADVERTISING AGE 


Beginning the Subject of That Psychological 
Change Which Has Already Reached 


Through to Six Million American Families 


The mind of man is a strange thing to conjure 
with. It can go along for untold centuries without 
the slightest varying degree of its wants and habits, 
until suddenly something touches that compara- 
tively small area in the brain called the imagination. 
And when that is once touched, almost before you 
realize it a whole new human being has been created. 


Those of us who find an interest in the study of 
groups and peoples have been analyzing these 
psychological changes in the American people for 
a number of years. But what we failed to note was 
that there was an error in our own analysis. We 
had assumed that if you gave a great mass of 
people more money to buy things with, they would 
immediately buy the things you had for sale. 


Yet we knew that innumerable tribes all over the 
world have gone on for centuries without the addi- 
tion of a single new desire, in spite of the fact that 
civilization had quite often provided them plenti- 
fully with the means. 


x kk *& 


It was Macfadden who discovered the fact that 
money alone does not make any constructive change 
in the wants and desires of people. 


And again it was Macfadden who first applied 
that missing factor that had been left out of the 
original calculations of manufacturing America. 
That factor was that the first step in any cultural 
development is “intercommunication between peoples 
by signs and symbols.” In other words, just simply 
“the reading habit.” It isn’t until people begin 
to read and, through their reading, find a new 
world opening up to them that they begin to de- 
velop any appreciable amount of new wants and 
desires. 


This, of course, is something everybody should 
have known when the plan for a great mass market 
was being developed. But even many of us who 
knew and understood this fact looked upon it only 
in the light of social anthropology—something to 
be discussed abstractly in the odd moments of a 
highbrow evening with a dusty professor who had 
been brought in for scenery. 


It never occurred to us that it was equally appli- 
cable to our own day. 


*Voluntary circulation is the number of copies of a magazine that people will 
buy, issue by issue, if left to their own devices. 


Here in America were enormous masses of 
people of native intelligence to whom manufactur- 
ing America was giving more money than these 
people had ever had before. A potential market of 
tremendous size, and yet no market. And, even with 
these masses considered just as people, no way of 
reaching them. 


It was Macfadden alone who first discovered a 
way through to this great mass of people, a way of 
making readers of them first, and, through their 
reading, of creating a whole new set of wants and 
desires amongst them. 


Macfadden’s first discovery was revealed to him by the 
people themselves. That discovery was that a whole new layer 
of American people were ready and wanted to take their first 
step in communication, were really eager to begin “the reading 
habit.” 

The quick analysis of that discovery and the immediate 
development of that field followed. Within a period of ten 
years a single Macfadden publication had built up a voluntary* 
circulation far surpassing the voluntary circulation of magazines 
that had been in the field for half a century. 

And for the first time a certain large sector of that great 
mass market, which manufacturing America had been striving 
to develop, had become articulate. For the first time this great 
new mass of people had had the imagination centers of their 
brains stirred to where new worlds were opened up to them, and 
therefore had acquired a whole new set of wants and desires that 
they were eager to satisfy. 


And, what is most important of all, for the first time manu- 
facturing America was able to reach through to—and com- 
municate with—this new mass. 

ee @ }@ 

When the first great Macfadden magazine along this line— 
True Story—had prepared the minds and made fertile the 
market of this first big mass sector of new readers, manufac- 
turers began pouring their advertising into that magazine by 
millions of dollars. And it did not take them long to discover that 
here was the first substantial mass market they had ever known. 


Meanwhile, other Macfadden publications, on the basis 
of that discovery, began to follow in orderly succession and 
to open up new sectors of that vast field. Their circulations 
increased by hundreds of thousands until today Macfadden 
publications have the largest voluntary magazine circulation 
in the world. 


This circulation—six million strong—has scarcely taken a 
single subscriber from any other magazine, nor does it seemingly 
duplicate itself to any appreciable extent. It is all new, in a 
new fiield in which six million people have become articulate, 
have acquired a new set of wants and desires, have finally been 
cultivated into the new mass market which manufacturing 
America has so long been striving for. 


The Macfadden technique, by which this has been accom- 
plished, will appear somewhat later. It should prove interesting. 
Because the subject of any technique by which six million 
voluntary sales of any commodity can be maintained time after 
time and increased constantly is certainly a subject worthy of 
review. 
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Launch Tests 
On Foot- Youth 


New York, Nov. 26.—Immediately 
following the conclusion of a new 
name contest for the 45-year old 
Quan-Da-Sac ointment for colds, vari- 
ous aches, burns, cuts, etc., Seebasco 
Laboratories, Inc., Philadelphia, will 
start an advertising campaign on 
Foot-Youth in the same cities. 

The new campaign will offer a free 
foot brush with every tube of the 
product as a special inducement. 
Counter displays, linking the two, 
play up the slogan, “You're As 
Young As Your Feet.” The campaign 
will run in Utica, Syracuse and Bing- 


hamton, N. Y. Andrew Cone Agency 
is in charge. 

Response to the Quan-Da-Sac cam- 
paign was immediate. Although the 
first 420-line advertisement did not 
appear in Utica until Monday eve- 
ning, the laboratories had entries 
waiting in its Tuesday morning mail. 
The large contest advertisements 
will alternate with 200-line reminders 
each Monday and Thursday until 
Dec. 15. A simpler name is desired. 


Whatmore Adds to Duties 


Kenneth N. Whatmore, director of 
the sales service institute of Inter- 
national Silver Company, Meriden, 
Conn., since its establishment a year 
ago, has been appointed general ad- 
vertising manager of the Interna- 
tional Silver Company. He succeeds 
Sherman F. Johnson, resigned. 


11 Princeton Grads 
Enter Advertising 


Advertising and publishing are 
fourth and fifth occupational choices, 
respectively, with the 170 '35 gradu- 
ates of Princeton University who 
have found employment. 

A survey just completed reveals 
that manufacturing led among occu- 
pations adopted by the group with 22 
in this field. Other principal di- 
visions were, in order: insurance and 
real estate, 16; engineering, 15; ad- 
vertising, 11, and publishing, 10. 


Death Takes W. C. Browne 


Warren C. Browne, 76, for more 
than 30 years editor and publisher of 
The National Lithographer, died at 
Plainfield, N. J., Nov. 22, after an 
illness of ten days. 


FLORIDA CITRUS 
COPY EXTENDED 
TO 60 MARKETS 


New York, Nov. 28.—Special tan- 
gerine advertising will be started 
next week by the Florida Citrus Com- 
mission in connection with its gen- 
eral drive to increase consumption 
of the state’s fruit crops. This fol- 
lows the inauguration of the orange 
and grapefruit campaign about ten 
days ago. 

As in the case of the orange and 


Growing 
INDUSTRIALLY! 


During the depression years, Louisville advanced 
from twenty-eighth to sixteenth position among 


the industrial cities of the nation. . 


It was one 


of the two cities in the United States to show a 


gain in the value of industrial output . 


.. again 


of $23,200,000, bringing the total value of output 
produced in this city to more than $191,000,000. 


As the center of the distilling industry of the 


nation . 


_.. As a leader in both the production of 


tobacco and of tobacco products... . this section 


offers greater sales potentialities than most markets 
today because the consumer goods produced in this 
territory are little affected by slumps. 


Your product can be successfully sold in Southern 
Indiana as well as in practically all of Kentucky if 
you concentrate your message in the only metro- 
politan newspapers that reach the buyers of this 
section. ... 


¢ Convrier -Zournal 
THE LOUISVILLE TIMES 
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grapefruit copy, the tangerine adver- 
tising will feature the goodness of 
the fruit, its ease in eating and 
health benefits. This special cam- 
paign is scheduled to run for eight 
weeks. 

Display materials are being placed 
with dealers throughout the territory 
east of the Mississippi river. One 
piece deals with orange and grape- 
fruit, the other with tangerines. 
Folders are being distributed, giving 
the history of Florida fruits and re- 
iterating the major points in the 
newspaper copy. 


Now Hits 60 Cities 


First of the citrus copy was re- 
leased in some 12 cities about two 
weeks ago. The following week, ad- 
ditional cities received the same 
copy. Now the newspaper campaign, 
with weekly insertions scheduled for 
the remainder of the year, is in full 
swing in 93 papers located in 60 
trading centers. These are all east 
of the Mississippi because shipping 
facilities put the Florida growers in 
an advantageous position with re- 
spect to Texas and West Coast com- 
petition in that area. 

Copy in the general orange and 
grapefruit campaign makes thin skin 
a virtue eagerly to be sought. Pre- 
dominant appeals are that the Flor- 
ida fruit is sweeter and contains 25 
per cent more juice, therefore, is 
more economical. Oranges and grape- 
fruit, the commission points out, can 
be purchased blindfolded. 

Not the color and appearance, but 
the weight and thinness of the skin 
are the important factors to be con- 
sidered by the consumer. With 
Florida-advertised fruit “heaviness 
means juice, not useless skin and 
pulp.” “Tree fresh” is the slogan 
used to suggest their sweetness and 
high vitamin content. 


Set-Up Is Complicated 


The campaign, so far as its han- 
dling is concerned, has been very 
complex. Among the intricacies in- 
volved is the establishment of the 
proper funds for each type of fruit 
and facilities for keeping the adver- 
tising expenditures for each in har- 
mony with sales. 
Some six or eight separate cam- 
paigns were prepared in solving the 
problems of allocating the expense 
and creating the best possible market 
for each fruit. A five times a week 
radio campaign was launched two 
weeks ago. 

The account is handled through 
the New York and Tampa offices of 
Ruthrauff & Ryan, Inc. 


Named Director of Sales 


Raymond Levy has been appointed 
director of sales of U. D. L. of Amer- 
ica, Ine., Chicago, distiller. ADvEr- 
TISING AGE of Nov. 25 stated that Mr. 
Levy had joined the organization as 
advertising manager. C. H. Schleiger 
is advertising manager. 


W. I. St. Johns Dies 


W. Ivan St. Johns, one of the first 
film magazine editors, and recently 
Western advertising manager of 
Photoplay, died of heart disease Nov. 
24 at Los Angeles. 


Who Said There 
Was nothing 


N E WwW 
Advertising? 
SEE 


for 
Yourself! 
Write for 
a copy of 


MODERN AGRICULTURE 


Waterloo, la. 
jal 500,000 gue in Iowa, Iil., Wis. and 
PROOF ;—Mount Morris, Ill. Postmaster, 
walling receipts. 


Proof of Results to advertisers. 
Rage very good from last issue, reserve 
card and page in DAIRY SHOW ISSUE, copy 


follows.” 
“**Modern Agate sold by material for us 
for 7.80% total cost. When does next issue go 
to press ?’’ 

odern culture ol quadrupled our business 


New York 1 
Wire or write for full details of this new 
— method of advertising that leads 


MODERN AGRICULTURE 


Waterloo, lowa. 
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or the past ten years 
acfadden’s premium 
riced women’s magazine 
rue Story has had the 
ereatest voluntary demand 
of any magazine in the 
world—and at a retail price 
of 15¢ a copy which is 
50% greater than most 


other women’s magazines’. 


TRUE STORY MAGAZINE 
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Tiffany Seeks 
Broader Field 
Of Customers 


New York, Nov. 28.—The response 
to the change in advertising policy 
of Tiffany & Co., jewelers, silver- 
smiths and stationers, involving the 
listing of prices, use of photographs 
and occasional brief institutional 
messages has been very satisfactory, 
it is learned from executives of the 
establishment. 

Instead of the large displays of 
white space bearing only the name 
of the company, readers of local and 
national advertising now see straight 


selling copy in Tiffany space. The 
articles now being listed indicate 
that Tiffany operates an establish- 
ment where persons of modest in- 
comes as well as those of affluence 
may be served. 


Solicit Low Price Purchases 


Advertisements, once so restrained 
that they seemed to caution the pros- 
pect to come only if the purse were 
overflowing, now solicit low price 
purchases. Greatest emphasis is 
given to medium price goods. A re- 
cent piece of copy, for example, listed 
decanters from $5 to $45 and bronzes 
from $10 to $3,000. 

The Tiffany display windows also 
reflect the new policy, and have won 
considerable favorable comment. 


They, too, exhibit a general range 


of merchandise from that which is 
quite inexpensive to others in the 
high luxury strata. 

Tiffany’s change in advertising pol- 
icy started about a year ago with in- 
sertions in certain class magazines. 
It is now in full effect. Richardson, 
Alley & Richard Company is the ad- 
vertising agency. 


Brewer Buys Control 
of St. Louis Plant 


Terre Haute Brewing Company, 
Inc., Terre Haute, Ind., brewer of 
Champagne Velvet beer, has  pur- 
chased the controlling interest in 
A. B. C. Brewing Corporation, St. 
Louis. 

No changes in the operation of 
either plant are planned. 


Pflaum Associates Named 
for Finance Companies 


Stanley Pflaum Associates, Chi- 
cago, have been appointed for adver- 
tising of General Finance Corpora- 
tion, Detroit, and Motor Acceptance 
Company, Chicago, affiliated automo- 
tive finance companies. Outdoor, 
newspapers and direct mail in the 
Detroit and Chicago metropolitan 
areas are being used. 

Walter Booth, formerly with Er- 
win, Wasey & Co., Inc., has joined the 
copy staff of Stanley Pflaum Asso- 
ciates. 


Sutter Joins Getchell 


Samuel M. Sutter, formerly head 
of his own agency in Detroit, has 
joined the copy department of J. 
Stirling Getchell, Inc., Detroit. 
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Study Plans to 
Bolster Linage 
In Newspapers 


New York, Nov. 26.—Efforts are 
being made to raise a fund of some 
$300,000 to promote newspaper ad- 
vertising, several committees having 
been appointed. To date, the project 
is reported as still in a rather nebu- 
lous state. 

The Newspaper Representatives 
Association of New York has named 
a committee to study the matter, 
with Ray McKinney of J. P. McKin- 
ney & Son as chairman. The Bu- 
reau of Advertising, A. N. P. A., has 
authorized appointment of a special 
subcommittee to consider it. 

The Bureau’s subcommittee has 
not yet been named, but a plan of 
action which the organization’s di- 
rectors ordered drafted has been 
completed. When the committee is 
organized, it will confer with repre- 
sentatives of the Newspaper Adver- 
tising Executives Association, which 
advanced the general drive idea re- 
cently, and possibly consider other 
Plans to develop new newspaper 
advertisers. ; 


Tire Men Talk to 
Akron Ad Class 


P. C. Anderson, advertising direc- 
tor of B. F. Goodrich Rubber Com- 
pany; J. H. Bunting, advertising 
manager of Seiberling Rubber Com- 
pany; Harry Votaw, Commercial 
Printing & Lithographing Company, 
and E. E. Humphrey, vice-president 
of Baker & Baker Associations, Inc., 
are among the outstanding advertis- 
ing executives scheduled to speak 
before the class in advertising prin- 
ciples held by Akron University. 

J. H. Barry, business manager of 
the Akron Beacon Journal, and L. H. 
Butler, Butler Advertising Agency, 
have already appeared before the 
class, which is under the direction 
of Ralph Busbey, Akron merchandis- 
ing counsel. 


San Diego Exposition to 
Give Agency Commission 


In order to help advertisers pre- 
pare exhibits of maximum interest 
to the public and of maximum value 
to the advertiser, the California Pa- 
cific International Exposition, open- 
ing at San Diego Jan. 15 for a sec- 
ond season, has announced a policy 
of cooperation with recognized agen- 
cies and merchandising organizations. 

According to Weston Settlemier, 
recently appointed sales consultant 
and director of the exposition’s sales 
force, the usual 15 per cent commis- 
sion will be allowed on cost of floor 
peg sold through advertising agen- 
cies. 
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1 MAIN STREET. 


It Must Tell Capacity tr 


Where else in the entire Southland Greatest Newspaper” offers you. 


After Dec. 15, liquor and wine ad- 
vertisements in New York State 
which quote prices must contain the 


can you find a market of over two _ is a market that will interest all who 


IS BUSINESS BETTER? 


million people? While Memphis has _ will get off Main Street with their net fluid contents of each bottle ad- 2) 
For the week ending Nov. 6— vertised, according to a new regula- 
a quarter million people, the 68 coun- vision. tion of the State Liquor Authority. tk 


Bank Debits—the barometer of 
ties adjacent thereto bring the total Arzen Appoints 

The Arzen Company, Clinton, Ia., 
maker of Arzen nasal oil, Arzen-Rub, 
Arzen cough drops, and other prod- 
ucts, has appointed Benson & Dall, 
Inc., Chicago, to handle its advertis- 
ing. 


‘ ‘ flowing money—as reported b 
“We h The Commercial Appeal is the ab- . oo d 
to over two million easy to reac iia Mianiiy Nitin einen 


omi e Mem- 
solute dominant newspaper of Mem Memphis a gain of $6,000,000— 


phis and the Mid-South Empire. It 
is the largest daily in the South. Year 


buyers. 


over the previous week. As 


The Memphis Mid-South market 
offers you 19,000 retail outlets and 


compared to the other cities of 


in and year out, it carries the biggest the South, note the standing: 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


WSM 


50,000 WATTS 


Nashville, Tennessee 


an annual wholesale volume of busi- 
ness that exceeds $1,044,000,000. 


It is this vast and exceedingly re- 


Memphis, Atlanta, Birmingham, 
New Orleans, Dallas, Richmond, 
Houston, Fort Worth. 


majority of all national and _ local 


advertising. It is the newspaper that 


will serve better—and at lowest cost 


sponsive market that “The South’s per reader—for your schedules. 


THE COMMERCIAL 


MEMPHIS, TENNESSEE 


APPEAL 


Complete Production 
Facilities 
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; have their “demonstration rides,” tooth 
pastes their “trial tubes” . . . now THIS WEEK invites buyers of 
advertising to sample its product in action. 


To any 21* sales managers, we say: 
“Spend a day with us— 


“Let’s ring your customers’ doorbells. Track down THIS WEEK 
and other magazines. Demonstrate how THIS WEEK gives 3 to 5 
times the coverage of leading national magazines in its busy 
trading areas. 


“Let’s call on jobbers and dealers. See how they stock, display, 
push the brands advertised in THIS WEEK. How they choose, for 
their own advertising, the papers that distribute THIS WEEK. 


‘“Let’s follow our Trade Contact men, the merchandising men 
of our member papers, as they help open up jobbers, chains, re- 


R. S. V. P. 
TO 


*For your convenience, let’s take one at a 
time in each of our 21 circulation centers. 


AN INVITATION 


tail stores, for products advertised in THIS WEEK. 


“Let’s ride the trains and trolleys, almost any day of the week 
—see how THIS WEEK lives and works days, even weeks, longer 
than the Sunday paper. 


Let’s thumb through a stack of issues. Every color advertise- 
ment a perfect reproduction of package and product. As attrac- 
tive as the color that costs you 40% to 70% more in leading 
national magazines... And how dealers go for their local listing 
in a real color ad! 


“And before we call it a day, let’s go through the mail from 
advertisers, jobbers, retailers, salesmen, testifying to the results 
THIS WEEK has already brought its advertisers.” 

We mean this invitation. We hope you'll be the first to accept 


it. For this is the best way, short of actually using THIS WEEK, 
that you can really feel its unusual power to move merchandise. 


THES W EK 


Memphis, Milwaukee, Minneapolis, New Orleans, New York, Omaha, Philadelphia, Pittsburgh, St. Louis, Washington 


NEW YORE: 420 Lexington Ave. CHICAGO: 360 N. Michigan Ave. 


DETROIT: General Motors Bldg. 


SAN FRANCISCO: 111 Sutter St. LOS ANGELES: Lincoln Bldg. 
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Getting Ready for 1936 


The indications of expanding ad- 
vertising programs for next year, al- 
ready very definitely in evidence, 
may be taken as primarily an indi- 
cation both of better business pros- 
pects and improved business senti- 
ment. The latter is as important as 
the former. 

While few business men are en- 
tirely reconciled to some of the basic 
political and economic conditions 
under which they are operating, their 
attitude has progressed from one of 
doubt and hesitation to that of con- 
fidence and determination. They have 
decided to make the most of the 
opportunities now presenting them- 
selves for increased sales and profits. 

The plans of the automotive indus- 
try for a 30 per cent increase in pro- 
duction in 1936, with a corresponding 
expansion of advertising, are an in- 
teresting index of the morale of one 
of the country’s greatest industries, 
and certainly the one which has 
shown more courage and enterprise 
in meeting difficult conditions than 
any other. 

A high official of one of the leading 
food manufacturing companies re- 
cently said to ADVERTISING AGE, “Our 
executives are no longer grouching 
about conditions; they are working 
to make conditions better for this 


company, its employes and stockhold- 
ers.” A change of sentiment of that 
character means something to busi- 
ness, and something to the country. 

While it is popular in some circles 
to decry the importance of an in- 
creased volume of advertising, on the 
ground that quality is more impor- 
tant than quantity, it is obvious that 
Lusiness development is measured, in 
many fields, by the amount and 
power, as well as the quality and 
character, of the advertising done. 
Thus expanding advertising activities 
represent more than increased busi- 
ness for publishers, broadcasting sta- 
tions, printers and others whose sales 
depend on advertisers, but may be 
taken as a very accurate gauge of 
business volume and business senti- 
ment. As volume increases and 
profits rise, sentiment improves and 
enterprise is encouraged. That is 
what has been happening in the past 
twelve months. 

The fact that business in general 
looks to 1936 as an opportune time for 
increased merchandising and adver- 
tising effort should thus be regarded 
as an encouragement for all inter- 
ested in the betterment of conditions 
in this country. Complete recovery 
will be achieved through just that 
kind of effort and enterprise. 


Color Under Control 


The widespread use of color adver- 
tising has developed a demand for 
more exact knowledge of color and 
more scientific methods for its con- 
trol. The mechanical difficulties in- 
volved in the use of color, embracing 
ac they do the complex problems of 
exact reproduction of original illus- 
trations under varying conditions as 
to paper and equipment used, de- 
served more attention than they for- 
merly received. 

Manufacturers of inks, such as the 
International Printing Ink Company, 
have been making available to ad- 
vertisers the results of some of their 
studies, which have covered the tech- 
nical questions involved in the purely 
physical measurement of color in 
terms of the spectrum, as well as 
the variations in color effects pro- 
duced by different color combina- 
tions and papers employed. This is 
exceedingly interesting and valuable 
work, and should be continued. 

These studies have already aided 


in the development of methods by 
means of which it is possible to 
identify colors by exact numbers, in- 
stead of by description or even by 
sample, both of which are decidedly 
dubious because of wide variations in 
conditions. Thus production may be 
speeded up by the use of these sym- 
bols in enabling printers at widely 
separated points to know exactly 
what colors are to be employed. 

Few advertisers realize the impor- 
tance of paper in determining the 
final color of the printed piece. Both 
the chemical content of the paper 
and its own color contribute to the 
final result. Thus in considering 
color printing, the contributions of 
the paper manufacturer become of 
primary significance. 

All of the developments recently 
recorded in this field justify the pre- 
diction that scientific control of the 
production of color advertising is 
definitely at hand, 


ONE OF THE PERILS OF USING COUPONS 


—Collier’s. 
"Yuh gotta quit writin’ away fer them automobile an’ yacht catalogs or I'm gonna 
tell the captain on yuh!" 


Much Safety Work 
Done by Hudson 


To the Editor: We welcome the 
editorial, “The Motor Safety Parade,” 
in ADVERTISING AGE as further evi- 
dence of the widespread interest in 
highway safety which this company 
has been instrumental in promoting. 

Long before motoring safety be- 
came the universal topic of public 
attention that it is today, Hudson 
was endeavoring to develop such an 
interest and was doing some decid- 
edly effective things to bring it about. 

You may recall that almost from 
the very beginning of 1935, we were 
carrying on a safety braking cam- 
paign in cities throughout the coun- 
try to demonstrate the necessity of 
good brakes on all cars. In this 
work we received the energetic sup- 
port of police authorities in cities all 
across the country. 

As a part of this program, public 
brake demonstrations were held by 
hundreds of Hudson and Terraplane 
distributors and dealers. . , Tied in 
with this program were public tests 
for all cars. From this one activity 
we know numerous instances where 
city-wide safety braking campaigns 
were carried on by public officials 
even after our own safety tests were 
concluded. 

Naturally, such safety braking 
demonstrations were widely publi- 
cized by us, both in paid space and 
news stories. Looking back over our 
advertising file for the last several 
months, the word “safety” recurs 
with surprising frequency—surpris- 
ing, that is, in view of the fact that 
it was not a major theme in any 
other automobile advertising at the 
time. 

Last August, before the widespread 
agitation for greater highway safety 
really began, Hudson inaugurated a 
nation-wide activity that may well 
have been one of the activating forces 
in the present movement. It was 
during that time that a National 
Safety Month was held in every Hud- 
son and Terraplane distributor and 
dealer city in the United States. 
These business men threw wide the 
doors of their service departments 
to all the public, giving a “safety 
first’ inspection to all cars regard- 
less of make, absolutely without 
cost. 

An educational exhibit, prepared 
at the factory, was displayed in all 
these retail showrooms in order to 
educate the public on safe driving 
and the desirability of regular safety 
inspections. As a part of this pro- 
gram, we published a book on safe 
driving and more than 100,000 copies 
were carried away by those who came 
in for the free safety inspections. To 
the best of our knowledge, no other 
motor car manufacturer has ever 
undertaken a safety activity of such 
extensive character. 

While this safety activity was un- 
der way in the field, another safety 


program was in progress at our fac- 


Voice of the Advertiser 


tory in Detroit. This latter safety 
work was in the engineering labora- 
tories, where new motoring safe- 
guards were being engineered into 
our 1936 cars. 

With the long running start that 
we have had in safety work, it is 
perhaps not surprising that so many 
new safety advancements are to be 
found in the 1986 Hudsons and Ter- 
raplanes. 

This interest in motoring safety, 
and this determination to make our 
ears the safest on the highways, is 
common to all members of our or- 
ganization. Distributors and dealers 
have cooperated enthusiastically in 
our safety activities. Mr. A. E. 
Barit, vice-president .and general 
manager of this company, spoke over 
both the Columbia Broadcasting Sys- 
tem and the Mutual Radio Network 
from New York on Nov. 6 in behalf 
of motoring safety. W. R. Tracy, vice- 
president in charge of Hudson and 
Terraplane sales, also spoke on a 
coast to coast NBC network on the 
same subject from the New York 
Show on Nov. 3. 

As an organization, we feel that 
there cannot be any mathematically 
exact division of safety-responsibility 
between the motor car manufacturer, 
the motoring public and law enforce- 
ment officials. It is our belief that 
each must simply do his level best to 
make the greatest possible contribu- 
tion to highway safety, each in his 
own way. The work we have done, 
and are continuing to do, represents 
a very material contribution to this 
cause on the part of the manufac- 
turer, in our belief. 


W. A. JAMES, 
Advertising Manager, Hudson 
Motor Car Company, Detroit, 
Mich. 
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Brisacher Seeks to End 


Legal “Racketeering’’ 

To the Editor: During the past 
several years, I, like everyone con- 
nected with the advertising business, 
have been constantly on the defen- 
sive—endeavoring to nullify the at- 
tack on advertising by racketeers and 
by those with personal gains to 
achieve. 

We in the business have been scam- 
pering about from one legislative 
body to another, endeavoring to pre- 
vent the minions of the medical as- 
sociations and like bodies from foist- 
ing gag laws that would react to their 
personal benefits by banishing adver- 
tising that interferes with their 
profits. 

Unfortunately, they have been too 
adept in their handling of legislators 
for those in the advertising business, 
and state after state has been passing 
restrictive advertising legislation that 
virtually prohibits the advertising of 
dentistry, of optometrists, and of the 
like. 

The thinking publishers and agen- 
cies realize that the real loss is not 
in the small linage that has been 


taken away to date, but that these 
precedents make it easier for such 
prohibitory legislation to be extended 
to include cosmetics, drugs, foods, 
etc. The recent debates in Congress 
on this subject indicate how all-in- 
clusive potential legislation is likely 
to be. 

Those in the advertising business 
who have not had clients affected by 
potential and actual legislation can- 
not possibly realize the power and 
determination of these well-financed 
organizations that are endeavoring 
to throttle all advertising, and who 
are doing their utmost to cause the 
public to disbelieve in all of it. 

It is for this reason that the writer 
ealls your attention to a_ well-con- 
ceived plan which he believes is 
worthy of the united support of the 
advertising fraternity in every state. 
Its passage would restore legitimate 
advertisers to their true positions in 
the public eye, and not penalize them 
for the extravagant statements of the 
few. Furthermore, it would expose 
the selfish interests of those who, un- 
der the guise of public protection, are 
seeking vicious laws for their own 
personal benefits. 

In Oregon an “initiative petition 
for a constitutional amendment for- 
bidding prevention or regulation of 
certain advertising if truthful,” is 
now being circulated. Its stated pur- 
pose is “to forbid by constitutional 
amendment the prohibition or regu- 
lation of any advertisement of any 
business, vocation, profession, service 
or of the sale of any goods or other 
property, or of any quality, price or 
other detail in connection therewith, 
provided the advertisement states the 
truth; and repealing all provisions 
of existing laws making such regu- 
lation or prohibition.” 

The amendment itself would pro- 
vide: 

“Section 39. No advertisement of 
any business, vocation, profession, 
service, or of the sale of any goods 
or other property, or of any quality, 
price, or other detail in connection 
therewith, ever shall be prohibited 
or regulated; provided that the ad- 
vertisement states the truth. 

“All provisions of the constitution 
and statutes of this state and of the 
common law in conflict with the pro- 
visions of this section are hereby re- 
pealed.” 

EMIL BRISACHER, 

President, Emil Brisacher and 

Staff, San Francisco, Cal. 
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“Peculiar” Make-Up Was 
Deliberate, Says Editor 
To the Editor: For years the Wil- 
knit Hosiery Company has been run- 
ning that pair of legs in its ad, which 
caused so much comment among your 
readers and put the make-up man on 
the pan, after its reproduction on 
Page 10 of your Nov. 25 issue. 
Usually this company schedules its 
ad for a right hand page, top of col- 
umn; but in December “women’s 
page” was specified. The legs had 
bothered me, you see. They stand 
out. And when an opportunity pre- 
sented itself, I deliberately planned 
that page to see what would happen. 
From the advertiser’s viewpoint, 
it’s a good page. It has definitely in- 
creased the pulling power of every 
ad in the column alongside the edi- 
torial cut, and has brought only com- 
plimentary remarks from readers. 
Francis J. CUMMINGS, 
Editor, Modern Salesmanship, 
Chicago. 
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Wants Better Timing 

To the Editor: A little considera- 
tion for the consumer should be 
shown by contest sponsors. 

A few months ago, the public was 
buying quantities of Seminole’s prod- 
uct in order to enter its competition. 
Later, down to their last roll, the 
prize-writers heard about Feen-a- 
mint’s offer. No sooner had they 
stocked their bathroom shelves with 
medicinal chewing gum than they 
lad to make room on their kitchen 
shelves for Kellogg’s All-Bran. 

Now, if there is sluggish action on 
the laxative market for several 
months, the companies have them- 
selves to blame. Had the three firms 
cooperated, they could at least have 
timed the Seminole contest to the 
advantage of all concerned. 

IRvING BELL, 
Buffalo, N. Y. 
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45,000 GAIN 


UP 


UP 


DECEMBER 


THE CIRCULATION TREND IS 


Net Paid 


September, 1,105,000 


OCTOBER 


October, 1,131,000 


(Ist issue new form) 


November, 1,135,000 


Net Paid December, 1,150,000 


“Without use of premiums, prizes, or contests 


NOVEMBER 


HIS is the kind of response we 

were anticipating when we designed 
and produced the new Farm Journal 
... Our conviction that farmers from 
Coast to Coast were ready for a new 
type magazine has been confirmed... 
Farm Journal has been accepted and 
acclaimed editorially . . . Editorial 
acceptance builds advertising response 
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ADVERTISING AGE 


December 2, 1935 


STEWART- WARNER 
COMEBACK NOT A 
MIRACLE: OTIS 


(Continued from Page 1, Col. 2) 
and a realignment of almost every 
manufacturing operation was ef- 
fected. 

“One of our first major problems,” 
Mr. Otis said, “was to decide what 
to do with a number of infant, un- 
related lines which had been mush- 
rooming up in the organization dur- 
ing the preceding few years. These 
lines included movie cameras, bump- 
ers, power brakes, and_ several 
others. 

“We had two courses with these: 
We could take these underdeveloped 
infants and nurse them along, slowly 
and expensively, in the hope that 
they would some day grow up and 
pay us back; or we could swallow 
our pride and our loss and forget 
about them, concentrating our atten- 
tion on our older and more reliable 
lines. We chose the latter course, 
and quit making them all.” 

Fully convinced that no success 
could be attained until internal and 
manufacturing conditions were com- 
pletely satisfactory, and until costs 
were brought to their lowest pos- 
sible level, Mr. Otis, with the full 
approval of his board of directors, 
went through the plant from front 


to back. New vice-presidents in 
charge of manufacturing and of 
sales, a new comptroller, new de- 
partment heads, took their posts. 
Departments were shuffled, consoli- 
dated, rearranged, manufacturing 
processes were examined and mod- 
ernized, time and labor saving ma- 
chinery was installed. 


Responsibility Divided 


Among other things, the single 
chief engineer who formerly was ex- 
pected to be the final authority on 
a variety of automotive products, 
radios and refrigerators, was _ re- 
placed with three chief engineers, 
one for each of the major divisions. 
“No man, no matter how good he 
is, can know all he ought to know 
about these diversified lines,’ Mr. 
Otis said. “In addition, the new 
engineering set-up results in faster 
and better developments and much 
more flexibility in product design.” 

Simultaneously, the selling front 
underwent a thorough renovation. 
Among other changes, F. A. Hiter, 
formerly sales manager of the Ale- 
mite Corporation, was made a vice- 
president, in charge of sales of the 
Stewart-Warner Corporation. Reno- 
vation proceeded under his direc- 
tion. 

Alemite had a first class, efficient 
distribution system, but Stewart- 
Warner automotive products were 
being sold through a separate group, 
in a more or less haphazard man- 
ner. While technically _ selling 
through distributors, products in this 
class were frequently sold direct to 
service stations and other dealers. 

The Stewart-Warner distributing 


Joseph E. Otis, Jr. 


set-up was junked in its entirety, 
and all automotive products of the 
division were routed through the 
Alemite distribution system, solving 
almost immediately the major diffi- 
culties in the selling of the automo- 
tive line and, eliminating much of 
the red tape and dual functioning 
which Mr. Otis felt had played a 
major part in the near collapse of 
the company. 

“The Alemite and the automo- 
tive products ends were compara- 
tively simple,” Mr. Otis says. “We 
had our major difficulties with the 


An Editorial from 
the 


New York 


-———" 


register. 
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GIRL WHO MADE GOOD. 
AYBE we are suckers for lifting so much as 
an eyebrow at any new vagary of the Social 
Register, because attention has advertising value, 
but we’ll take a chance and extend greetings to 
the former Barbara Hutton, once a Princess, now 
Countess Haugwitz-Reventlow, who has just been 
dropped from the volume. 
The Social Register for 1936 is pouting at 
her, nothwithstanding her. wealth and titles, al- 
though she has not gone on the stage, has been 
divorced only once and been married but twice. 
Her exclusion from that shadowy plateau 
would seem strange, except that in the Social 
Register nothing is strange. 
token everything is strange. 
distinctions between Tweedledum and Tweedle- 
dee, and Alice’s Wonderland could not surpass it 
for contradictory logic, but a more startling 
Wonderland is that surrounding group which con- 
siders the Social Register worthy of serious 
recognition. : 
In its place, to be sure, the volume has value, 
and that place is beside the telephone book. Many 
a person who withholds his name, dilatory domi- 
cile and phone number from public inspection in 
the larger book can be located at once in the 
On the whole it is a fair mailing list, 


full standing. 


time in the Social Register and passed on to wider 
fields, should find the alumni and the never- 
weres quite as good company as the members in 
And if she has any subconscious 
unhappiness because of the old threat, “The 
Social Register will drop you if you don’t watch 
out,” she may reassure herself with the perfect- 
ly adequate current reply:— 

* “So what—now that they have?” 


And by the same 
It makes elaborate 


* See page 29 


radio and refrigeration divisions, 
both comparatively new to us, and 
neither doing well enough to war- 
rant much optimism about them. 

“As a matter of fact, our total re- 
frigerator sales were less than 5,000 
boxes the year before the new man- 
agement came in. Things were in 
a highly disorganized state. They 
were so bad that during our first 
year in here we really didn’t know 
whether to stay in the business and 
attempt to get a share of business 
in these highly competitive fields, 
or not. 


Rebuilt from Ground Up 


“Actually, we had just about de- 
cided to retire entirely to the auto- 
motive field, when a group of our 
distributors came in and talked us 
out of it. ‘Give us something decent 
to sell, at the right price, and we'll 
sell it,’ they said. And so we set 
to work to build our refrigerator 
and our radio business all over, prac 
tically from the ground up. 

“Despite the fact that these two 
items are natural companion lines, 
we found two entirely separate and 
independent sales and distributing 
organizations operating in this com- 
pany. We had one salesman calling 
on a distributor one day, selling one 
thing, and another salesman coming 
around the next day, selling some- 
thing else. Some distributors were 
selling both lines, some were selling 
refrigerators only, and some were 
selling radios only. 

“We consolidated the entire sell- 
ing distribution system behind the 
two lines, and we and our distrib- 
utors went to work on dealers—on 
dealers who a year or so before 
were getting ready to desert a ‘sink- 
ing ship.’ We brought distributors 
into the factory and showed them 
what we were doing, and the idea 
seemed good enough to us to war- 
rant an annual distributors’ conven- 
tion at the factory. We hold one 
each year for radio and refrigera- 
tion distributors separately, but 
since most of our distributors handle 
both lines they get a chance to 
look us over at least twice a year. 


Plan Advertising Deliberately 


“On our advertising, as well as 
our selling and distributing, we have 
again followed the maxim of going 
slowly and carefully, of basing our 
strategy not on hopes but on facts, 
of basing our appropriation on the 
most carefully considered estimate 
of sales, and not on what we should 
like to hope we were going to sell. 

“After all we're still in our swad- 
dling clothes in these fields. We 
may be up in front in the lubricat- 
ing or automotive fields, but we’re 
comparatively small fry in the radio 
and refrigerator fields. 

“Fortunately, we know this, and 
we have no intention of shooting the 
moon, We’re going slowly with this 
thing, but we hope surely. We've 
set up a good distributing system, 
so far as it goes, but we’re not na- 
tional yet. We’re still ‘on the make,’ 
and we expect to stay that way. 

“As a direct result, our refriger- 
ator and radio advertising now is not 
national. It is confined almost en- 
tirely to those markets in which our 
distributor and dealer organization 
has taken real shape. And that 
means that on these lines advertising 
is almost entirely newspaper adver- 
tising, most of it cooperative. 

“And this doesn’t mean, either, 
that we are averse to national ad- 
vertising. The job we are doing, and 
have done consistently, on Alemite, 
certainly proves this, if any proof 
is needed. In a couple of years we 
hope to have true national distribu- 
tion on the radio and refrigeration 
lines, and then it will be time enough 
to think of national advertising.” 


No Fireworks 


Again and again Mr. Otis empha- 
sized his basic policy of following 
a realistic policy, of making only as 
many units as the company may 
reasonably expect to sell, of ad- 
vancing surely and cautiously, with- 
out fireworks, down a predetermined 
path. And this comparative record 
of sales and profits would seem to 
prove his points: 

1932, sales, $8,473,000, loss, $2,445,- 
000; 1933, sales, $9,920,000, loss, $1,- 
791,000; 1934 (the first full year of 
the new regime), sales, $17,000,000, 


profit, $572,000; 1935 (first nine 


months), sales, $15,887,194, profit, 
$1,329,423. 

As for business generally, Mr. Otis 
believes that the country is on the 
verge of a normal recovery, a recov- 
ery which he thinks can be retarded 
only if prices rise abruptly. ; 

“The way to recovery lies,” he 
says, “not in raising prices, but in 
reducing them, at the same time 
keeping wages on an even keel, so 
that the real purchasing value of 
those wages goes up. And the way 
to reduce prices is to exercise 
greater manufacturing efficiency, 
more modern machinery, less time 
and money wasting rigmarole. 


Prices Undergo Change 


“We have done exactly this with 
Alemite fittings, on which the cost 
has gone down steadily, year by 
year, since 1918, until we're selling 
them now at better than 50 per cent 
less than the original price.” 
Advertising of the company’s Ale- 
mite and automotive divisions is 
now placed by  Blackett-Sample- 
Hummert, Inc., and radio and refrig- 
eration, by Hays MacFarland & Co. 


L. A. St. Louis Named 


Leonard A. St. Louis, for the past 
seven years art director of Campbell- 
Ewald Company, Inc., Detroit, has 
been named art director of Baldwin 
& Strachan, Inc., Buffalo. 
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. Straight is Route al 


ov know that detours are 

always irritating, generally 
costly—and sometimes the 
cause of serious loss ... Why 
suffer these handicaps in 
your printing or other produc- 
tion needs? Why have your 
printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork?... 
When you put selling vehicles 
on the straight, smooth, fast pro- 
duction route—Faithorn 3-in-1]— 
you avoid all detours. Your jobs 
bowl merrily along; arrive on 
schedule —clean and hand- 
some, fit to carry your sales mes- 
sage with honor... You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 
productive work we are doing. 
Exceptionally well fitted to submit ideas, 


write copy, prepare sketches and draw- 
ings—through every step of production. 


@ For years the 
J. P. Smith Shoe Co. 
haverouted muchof 
their printing over 
Faithorn 3-in-l. Ask 
them how theylikeitl 


cone 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


504 Sherman St., Chicago * Wab. 7829 
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For the year 1935 
Good Housekeeping is 


in pages 
— in lines 


in dollars 


By all three standards of comparison, Good House- 
keeping is the leading general woman’s magazine. 


Geed Housekeeping has earned its leadership by earning the faith of its readers 
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For the year 1935 
Good Housekeeping is 


in pages 


1218.4 
In pages, Good Housekeeping 


leads with over 1200. Ladies’ 
Home Journal, Woman’s Home 
Companion and McCall’s all ran 


between 700 and 750 pages. 


Data furnished by National 
Advertising Records 
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For the year 1935 
Good Housekeeping is 


522,709 


488,681 


The greatest evidence 
of Good Housekeeping’s 
leadership is found in 
the linage figures. For 
Good Housekeeping’s 
page size is 429 lines 
while all the other pages 
are 680 lines. Yet in lin- 
age, too, Good House- 
keeping is first. 


Data furnished by National 
Advertising Records 


218,978 
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$8,069,946 


For the year 1935 | SPI 
Good Housekeeping is 


relate 


Th 

* Betw 
year, 
* circu 
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$7,240,177 . Good Housekeeping is indi 
; again first, Ladies’ Home beint 

Journal is again second. wi 
S6Ann as? Woman’s Home Com- the 
$5,797,981 panion has been third a 
since 1926. McCall’s has ana 
been fourth since 1927. one 
Pictorial Review and com) 


Delineator have changed ice, 
places since 1934. mer 


Data furnished by National 
Advertising Records 


-$2,299,372 


: $1,421,489 
P.R. Del. 


Geed Housekeeping has earned its leadership by earning the faith of its readers 
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SPECIAL BOARD 


ALL IN 24 HOURS 


programs is supplemented by special 
reports from individual stations from 
time to time, listing the programs ot 


Fight for Right 
To Use Foreign 


has not diminished. This also ap- 
plies to other forms of advertising, 
the Society declares. 


recorded transcriptions with essen- One of the largest radio adver- 
a ) tial data as to the name of the adver- ° ° tisers is known to have increased 
* FOR AD REVIEW tiser and the article sponsored.” Radio Stations ro expenditure ad —— fants 
a \ — ng very considerably since 
Jn H > | gtarted to use radio, the Society as- 
oy SET IP BY FIC Prop oe oo Memb London, Nov. 16.—On behalf of 500} serts, adding that it is the experi- 
or . j ae ew em ae important manufacturing firms, em-|ence of radio advertisers generally 
arm —se en advertising agencies an ploying many thousands of workmen, | that such advertising leads to better 
Buy BAKING SODA sgh = gy Boe ow —— the Incorporated Society of British |results from their visual announce- 
| is mmission Intensifies FX- in the York, as associate non-voting mem-|44vertisers has urged the Prime} ments in newspapers and by means 
rer- ORIGINAL Container bers pursuant to the decision six|™Minister to restrain the Postmaster-|of posters. : 
amination of Copy porn ase eI weeks ago to admit such firms. General from preventing British} As to whether the British public 
eed New agency members are Arthur|radio advertisers from using Conti-| wants sponsored programs, this is 
Fry pnpclgeartagerth oped eaprtepe a ee, . a sg Ry af M.|nental broadcasting stations for ad-|surely a matter for them to decide, 
i panto map thes, Inc., New York; Martin, Inc., ising. th ization contends. It points 
is Nashington, D. C., Nov. 29.—A A @ HANGER RANG S00 see ye Amen Ma —— vertising e organ Dp 
3 cial board has been set up by the Stn Sle rr eee Sa” — Detroit; William Esty & Co. New! Im a statement issued by the So-|out that response from listeners to 


deral Trade Commission for the 
ew of advertising matter pub- 
1ed in newspapers and magazines 
i broadcast over the radio, it was 
‘ealed here today. 
fhe commission “has found it ad- 
vi able to call for some periodicals 
on a continuous basis, due to the per: 
sixtently questionable character of 
th: advertisements published,” the 
F™C statement asserted. However, 
publications cannot all be examined, 
and it is unnecessary “to review all 
the issues of publications of a high 
ethical standard where the publish- 
ers carefully censor all copy before 
acceptance,” the commission adds. 
“With this situation in mind,” the 
commission declares, “the special 
board has found it of material value 
to procure periodicals in cognate 
groups as to type or class, volume 
ot circulation, and character of the 
field of distribution such as agricul- 
tural, fiction, information, movie fan, 
trade, sales, promotion, and the like. 
Advertisements of similar character, 
purpose and appeal are thus assem- 
bled and reviewed to advantage in a 
related manner.” 


Tell of Commission’s Work 


The scope of this “review” is cited. 


* Between Jan. 1 and June 30 of this 
year, magazines having a combined 
* circulation of 27,220,061 copies were 


received. Up to June 30, 1935, a dis- 
cerning preliminary scrutiny of 1,126 
individual current advertisements 
had been performed, resulting in 284 
being referred to the board members 
for special consideration as possibly 
false and misleading. 

When complaints are received, the 
FTC said, a questionnaire is sent to 
the advertiser requesting samples of 
all advertising copy published or 
broadcast by radio during the year 
past, together with copies of book- 
lets, folders, circulars, form letters 
and other advertising literature, and, 
if practicable, a sample of the article 
advertised, and if the article is a 
compound, the quantitative formula. 

This material is analyzed. The 
compound is sent out for medical 
opinion and to the public health serv- 
ice, bureau of standards and food 
and drug administration. The 
opinions received are then used as a 
base for action. 

“In a large majority of cases, ad- 
vertisers have entered into stipula- 
tions with the commission to cease 


ficial U.S. P. Remedy. he purty 


= lequended by trquest avabrem 


Mew gy ei it 


USE ARM & HAMMER BAKING SODA WITH ENTIRE CONFIDENCE 


Ave all repackaged merchandien, 


couneee =e DWIGHT CO., Inc. 
New York, N.Y. 
» entabliahed in 1066 


This is the newspaper copy which ran in 
San Francisco and other Western cities 
less than 24 hours after it was conceived 
in New York. How it was done was re- 
ported in detail in the Nov. 25 issue of 
Advertising Age. 


and desist from publishing mislead- 
ing statements, the commission re- 
ports. “In only a relatively few 
cases do advertisers refuse to stipu- 
late, making it necessary for formal 
complaints to be issued. In many 
cases the advertiser immediately 
cancels all advertising complained 
about upon receipt of the first com- 
munication from the commission, 
and does not advertise again until 
his matter has been adjudicated.” 


Describe Radio Procedure 


The same standards applying to 
published advertising are followed in 
the review of broadcasting. Empha- 
sis is placed on the fact that the com- 
mission “does not undertake to dic- 
tate what an advertiser shall say, 
but rather indicates what he may not 
say. Jurisdiction is limited to cases 
which have a public interest as dis- 
tinguished from mere private contro- 
versy, and which involve practices 
held to be unfair to competitors in 
interstate commerce.” 

Broad cooperation has been ob- 
tained from the broadcasting com- 
panies and from various departments 
of the government, the commission 
reports. In this connection, it is 
observed that “in a number of cases 
commission action against advertis- 
ers of medical preparations has been 
undertaken at the request of the De- 
partment of Agriculture.” 

Electrical transcriptions are sub- 
mitted weekly, and monthly returns 
of typed copies of the commercial 
portions of all recordings are made 
to the FTC. 

“As the actual broadcast of a com- 
mercial recording is not always 
known to the manufacturer of the 
commodity being advertised,” the re- 
port declares, “the commission’s 
knowledge of current transcription 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of “ Reserve Illustrations.’’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 


York; Cecil, Warwick & Cecil, Inc., 
New York; Ruthrauff & Ryan, Inc., 
New York; Marschalk & Pratt, Inc., 
New York; Aitkin-Kynett Company, 
Philadelphia; Charles W. Hoyt Com- 
pany, New York; and Dillard Jacobs 
Agency, Inc., Atlanta. 

New broadcasting members are 
WFBR, Baltimore; WSYR, Syracuse, 
and 12 members of the Pacific Coast 
Don Lee Chain: KHJ, KFRC, KGB, 
KDB, KMJ, KFBK, KWG, KERN, 
KOIN, KVI, KOL and KFPY. 


Wildman Joins Ex-Lax 


N. C. Wildman, former vice-presi- 
dent of United Advertising Agency, 
New York, has been appointed adver- 
tising manager of Ex-Lax, Inc., 
Brooklyn, N. Y. 


ciety, it is said that these manufac- 
turers have found that radio adver- 
tising increases sales both at home 
and abroad, thereby increasing the 
number of persons they can employ. 
If any interest narrower than the 
national interest is opposed to ad- 
vertising by radio, it is the business 
of any government to crush rather 
than to encourage such opposition, 
the Society asserts. 

Lest it be thought that radio ad- 
vertising has injured and thereby 
created unemployment in other de- 
partments of advertising, it is 
pointed out that the aggregate ex- 
penditure of radio advertisers on 


newspaper advertising, for example, 


sponsored programs is indisputable 
proof of their value to radio adver- 
tisers as a means of selling their 
goods. 

In seeking to deprive British man- 
ufacturers of these facilities, the 
Postmaster-General is not only com- 
mitting a serious trespass upon their 
rights, the Society charges, but is 
doing a grave disservice to British 
trade and employment. 


Harrison To Quigley 
Robert Harrison, formerly with 
Charles H. Tobias, Inc., has joined 
the advertising staff of Quigley Pub- 
lications, New York. He has been 


assigned to Better Theatres, 


features, sports. 


And you reach MORE of them. 


Circulation figures (12 months ending 9/30/35) show total average net paid 200,701 
—60,000 MORE than any other Baltimore evening newspaper—with 169,537 in 
the ABC City Zone—84.4% coverage of Baltimore’s families. 


For sales results—schedule the News-Post. 


ALTIMORE 


EWS:-POST 


sceseessceseeseeees® 


” Bhat _ ees 


OWE EVENING NEWSPAPER AND AT 35! A LINE 
You sell more tires—or toothpaste—or tomato juice—or what sort of product 
have you—when you use the News-Post in Baltimore. 


For you reach the alert, quick-moving ‘‘let’s-buy-some-now”’ people, mabiaiilive 
attracted by the News-Post’s faster, more alert presentation of news, pictures, 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 


Represented Nationally by 
HEARST INTERNATIONAL ADVERTISING SERVICE 
Ropney E. Boone, General Manager 


The Baltimore American has a plus coverage, too. 
227,842 circulation—the largest in all the South and 20,000 
more than any other Baltimore Sunday Newspaper. 


Complete Direct Mail Campaigns. 
ners our representative call. 
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PAYS THE PENALTY 
THE PENALTY or 7 «» 


Marphy Addresses lowa 


Press Association Meet 
Enthusiasm for his own product is 
the basis of an advertising salesman’s 


tO arene e 3 success, Thomas G. Murphy, adver- 
pee ees 


tising director of the Janesville, Wis., 
Gazette, told salesmen of the 30 Iowa 
Daily Press Association papers in a 
“sales school” held at Ames, Ia., Nov. 
17-18. 

The sales meeting was first of its 
kind sponsored by the association. 


Station WSIX to Move 
Removal of radio station WSIX 
from Springfield to Nashville, Tenn., 
has been authorized by the Federal 
Communications Commission, accord- 
ing to Louis R. Draughton, one of 
the owners. According to present 
plans, the new studios will be located 
in Hotel Andrew Jackson. 


Black Leaf 40 
Drive Will Be 
Firm’s Largest 


Cleveland, O., Nov. 29.—The 1936 
advertising program for the insecti- 
cide, “Black Leaf 40,” made by the 
Tobacco By-Products & Chemical 
Corporation, Louisville, Ky., will be 
the biggest ever planned by that 
company. 

Twelve magazines, approximately 
100 daily newspapers, a large group 
of country weeklies, ten poultry pa- 
pers, practically all the farm papers 
in the nation, sheep and goat publi- 
cations, general livestock papers and 


business publications will be used. 

The magazine list consists of 
American Home, Better Homes and 
Gardens, Canadian Home Journal, 
Holland’s Magazine, House Beauti- 
ful, Household Magazine, McCall's, 
Nature Magazine, Sunset Magazine, 
Your Garden and Home, Farmer's 
Wife, and Town and Country. 

One or more phases of use will be 
advertised throughout the vear, ac- 
cording to season. In the spring 
flower-spraying season, a series of 
six insertions will be run in Sunday 
newspapers having garden pages, 
and in the list of national maga- 
zines. The copy will use titles of 
well-known “flower” songs with 
actual notes from the music to at- 
tract attention. 


A special “Cap-Brush go08t — 
cator,” helpful in slashimg ot 
delousing poultry, has Beem d: tee 
oped. The brush is an botis 
cap with a tiny hole of pize ww: 
fit each Black Leaf 40 factory sealed 
bottle. It is said to spread a thip 
ner, narrower film of the liquid @ 
poultry roosts than was possible hy 
former methods. This applicator 
will be featured in poultry and farm 
papers. 

Black Leaf 40 advertising is 
handled by Campbell Sanford Adver- 
tising Company, Cleveland. 


Basford Gets Truscon 
G. M. Basford Company, New York, 
has been appointed for advertising of 
Truscon Steel Company, Your,;.- 
town, O., effective Jan. 1 


‘ 


OU’ 


This unusual copy for Falstaff Brewing 
Corporation ran five full columns in 
newspapers in and around Omaha. 


FTC Emphasizes 
Importance of 
Goodyear Case 


Washington, D. C., Nov. 29.—The 
Federal Trade Commission has made 
public a review of the Goodyear Tire 
& Rubber Company case, which in- 
volves alleged price discrimination, 
citing the importance of the case to 
the tire industry and other large in 
dustries. It is expected a final deci 
sion will be made in the near future 
{ The FTC charged that the Good 
year Company violated Section 2 of 
the Clayton Act by selling tires to 
Sears, Roebuck & Co. at prices lower 
than those charged independent tire 
dealers, and that a monopoly was 
thereby created. Hearings were be- 
gun in January, 1934. The commis- 
sion closed its case April 30, 1934. 
but since that time has made rebut- 
tals to Goodyear statements. 

“Some idea of the importance in 
the tire industry of the arrangement 
between Goodyear and Sears, Roe- 
buck & Co. may be gained from the 
' fact that from 1926 through 1933, 

Goodyear sold to Sears, Roebuck & 
Co. more than 19,000,000 automobile 
tires and 17,000,000 automobile tubes 
receiving therefore more than $100, 
000,000 for the tires and approxi- 
mately $15,000,000 for the tubes,” the 
FTC points out. 

“This case is also important be 
cause there are other industries 
where so-called cost-plus contracts 
have been entered into between 
manufacturers of nationally adver. 

. tised articles and mail-order houses 

ea eer and chain stores at prices lower than 

sce these manufacturers sell to their 
ordinary and regular customers.” 


Adds Unadvertised Items 


Colgate - Palmolive - Peet Company 
has added two new brands, Violet 
and Carnation, to its drug store line 
bringing the total up to 12 toilet 
soaps. Carnation and Violet are said 
to be the first white soaps in these 
scents. Like other brands in the line, 
ba will not be advertised nation- 

y. 


Malcolm-Howard Named 


Malcolm-Howard Advertising 
Agency, Chicago, has been appointed 
for advertising of Crown Spirits 
Company, Chicago. A newspaper 
campaign is being prepared featur- 
vd Old Albany and Old Rail whis- 

es. 


KIEM Gets Power Boost 


Federal Communications Commis- 
sion has authorized station KIEM, 
Eureka, Cal., to increase its power 
to 500 watts unlimited and to change 
its frequency to 1450 kilocycles. 


— 


Product is Fine. . 


FARM JOURNAL 

SOUTHERN AGRICULTURIST 

WALLACES’ FARMER & 
IOWA HOMESTEAD 


a Rr Ris Se Ee St a 


CAPPER’S FARMER 
THE FARMER (St. Paul) 
WISCONSIN AGRICULTURIST 
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Wath C-B Soap, 


New York, Nov. 29.—A new cam- 
paign on Cashmere Bouquet toilet 
soap will be launched by Colgate- 
Palmolive-Peet Company, to run in 
several national magazines during 
the early months of 1936, according 
to Ken R. Dyke, general advertising 
manager. 

The story it will tell is a logical 
follow-up to this year’s campaign, 
which, in color, has emphasized the 
alluring fragrance of the product. 
The new series, while reiterating 


this theme, will point out that Cash- 
mere Bouquet offers “a lovelier way 
to avoid offending.” The first adver- 
tisement will appear in the Saturday 
Evening Post, This will be a black 
and white series. 

A slogan appearing in the copy 
pleads with readers to “bathe with 
Cashmere Bouquet . . . the lovelier 
way to avoid offending.” Among the 
magazines to carry the copy are Cos- 
mopolitan, Fawcett Women’s Group, 
Good Housekeeping, Macfadden 
Women’s Group and True Story. 

Copy asserts that Cashmere Bou- 
quet keeps one immaculate, com- 
pletely free from any danger of un- 
pleasant body odor, and imparts a 
fragrance which lingers after the 
bath. Use as a complexion soap is 
stressed, its cleansing property is 


discussed, but above all, the new 
copy urges its use in the bath. Ben- 
ton & Bowles, Inc., is the agency. 


“Town & Country” Makes 
Personnel Changes 


Three personnel changes were an- 
nounced this past week by Town € 
Country, New York. Arnold Ford, 
formerly on the magazine’s New York 
sales staff, has been appointed New 
England manager of Town ¢ Country 
and House Beautiful. He succeeds T. 
L. Masson, 

John M. McGauley, formerly in the 
Chicago office, has been transferred 
to assist Mr. Ford in Boston. J. Hay- 
ward Erickson, recently with Har- 
per’s Bazaar in Chicago, has joined 
a é& Country’s New York sales 
staff. 


C. E. Rickerd Named 


C. E. Rickerd Advertising Agency, 
Detroit, has been named for adver- 
tising of Detroit X-Ray Sales Com- 
pany. A campaign designed to reach 
the medical profession, hospitals and 
industries using shock-proof equip- 
ment is in preparation. 


Appoints Hubbell 


Cleveland Ice Cream Company has 
appointed The Hubbell Advertising 
Agency, Cleveland, O., to handle its 
advertising. Newspapers, direct mail 
and store displays will be used. 

EE 


Klein Resigns Account 

Philip Klein, Inc., Philadelphia, 
has withdrawn as advertising coun- 
sel for C. H. Graves & Sons Com- 
pany, Boston. 


-HOARD’S Banvan 
Pi THE OHIO FARMER 
PENNSYLVANIA FARMER 

Bp KANSAS FARMER (Mail & Breeze) 


DEALER: 


“Your magazine advertising doesn’t help me—my 
best customers this year are farmers.” 


SALESMAN: 


“Well... 1 think we are reaching farmers” — 


DEALER: 
“No! I am not interested . 


YOUR ADVERTISING 
DOESN'T REACH 
MY CUSTOMERS! 


farm market. In this survey, 12 different national 
magazines were required to produce the coverage in 


7.4% of the homes, while over 89% of the farm 
homes called on were reading farm papers. 


With such conditions becoming widely recognized, 
you will not be surprised to learn that there’s a major 


swing of advertisers to farm papers. These advertisers, 


in many instances, are getting business from farmers 


.. I’ve heard that story 


many times... the advertising that helps me most is 


in farm papers.” 


* * 


I your advertising reaching the millions 


* 


at lower advertising expenditures than they have 
known in years. 


We suggest—even urge—that you substantiate for 
yourself, by any method you think best, our statement 


as to the meager coverage by magazines of general 


circulation in today’s fast moving, aggressively buy- 


of farm homes—where buying is rampant? 


Check your publication list and find out. 

Carefully planned and directed personal interviews 
made at farm homes indicate that advertisers in maga- 
zines of general circulation reach only 7.4% of the 
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ing farm market. 


Farm papers are close to the hearts and pocket- 
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books of farm families. No other advertising media 
are so closely read in farm homes—and none so 
powerful with dealers who are getting farm trade in 
their communities. 


CONSUMERS KNOW 
THEIR SLOGANS, 
CAMPAIGN SHOWS 


New York, Nov. 27.—The “Na- 
tional advertising I. Q.” of consumers 
is being determined in a campaign 
celebrating the 25th anniversary of 
the Pennsylvania Drug Company, 
local chain, in which a Ford auto- 
mobile is being given as the first 
prize in a slogan identification con- 
test embracing 35 advertised drug 
store products. 

The contest closes Saturday and 
prizes will be awarded Dec. 3. So 
.ar, according to Marshall F. Bachen- 
heimer, of Bachenheimer - Dundes, 
Inc., the agency, a cursory inspec- 
tion of the entries indicates a fairly 
high I. Q. 

The nationally advertised products 
featured on the contest blank are 
among those carried by the Pennsyl- 
vania stores. Twenty-five of the 
slogans were indicated by a series of 
blanks, representing the exact num- 
ber of words in the slogan, with one 
or two key words to help place them. 
Ten more full slogans were given. 
The requirement is that the con- 
testant accurately identify the prod- 
uct. As a clincher, the contestant 
was asked to suggest a slogan for 
the Pennsylvania Drug Stores. 


Take Subway Jaunt 


Advertising men are accustomed 
to travel in pursuing their business, 
but probably one of the most unusual 
journeys of advertising investigation 
was that made a few years ago by 
Mr. Bachenheimer and F. J. Griffiths, 
president of the drug chain. During 
rush hours they boarded subway 
trains, making their way through the 
ten-car strings in search of their 
quarry. They found what they 
thought to be a rather high index of 
interest in the anniversary promo- 
tion. Two persons in every car, on 
the average, were working on the 
I. Q. questionnaires at the time of 
the survey. 

A series of 14 advertisements of 
some 30 lines each was run in the 
metropolitan newspapers, playing up 
events during the campaign and urg- 
ing an investigation of the anni- 
versary specials. The illustration 
used was a strange looking bird with 
a duck’s body and pelican’s bill. His 
antics were amusing. 

The chain started 25 years ago as 
a single store in the immense Penn- 
sylvania railroad station, where the 
problem of identifying the store and 
publicizing its location presented 
serious difficulties. The chain now 
operates 12 establishments, five of 
them in the station. 


AC Follows Up 
Bird Cage Theme 


AC Spark Plug Company, Flint, 
Mich., is following up the bird cage 
theme used in its advertising illus- 
trations with a unique mailing piece 
and dealer display built around the 
same idea. 

The mailing piece is die-cut in the 
shape of a bird cage, with the text 
written in the vernacular of the bird 
hunter. “Generous bounty on each 
bird—open season the year ’round,” 
it advises dealers, urging them to 
capitalize on “the open season for 
spark plug cleaning.” The familiar 
“plug horse” of AC outdoor poster 
fame is again seen in the illustra- 
tions, ridden by a bird hunter carry- 
ing the AC birdcage. D. P. Brother 
& Co., Detroit, are in charge. 


R-R Adds New Model 


Remington-Rand, Inc., Buffalo, N. 
Y., has added a new portable type- 
writer, Remington Self-Starting 
Model 5, to its line. Designed to 
retail at $49.50, the new model is 
offered to dealers with extensive ad- 
vertising support. 


Leach to General Tire 

Ernest C. Leach, formerly sales 
manager for accessories of Firestone 
Tire & Rubber Company, Akron, has 
joined General Tire & Rubber Com- 
pany, Akron, in the same capacity. 


soturet: 


mae eigeieene 
Ag Reet ge 


ae “ enh 
ms 
PE se Ll 
35 a | 
er- ee | 
' 
: 
nk, | . 4 
' 
of | | ° 
nee 
‘ ———————— = 
= ; Soe renee 
ete a 
pera 
Parry ie: 
a Me eat 
He en 
Bere yas 
| ; ; 
| Nag gs i 
| Ce ree 
Peat Nie 
chee ae Ai 
a : 
stip 
As pelt ae 
le ose 
ma. etn 
fe ia ha 
aa iv 
3 Oy ae ee 
% | soa 
a ee a 
Re eaten a: 
aq 6 eae wee 
_ Es 
# , : 
ee bap : 
= - i. may bet 
ann 7 E A 10 ier oa: 
2. 2 oe oe 
ames aa. eg ee 
ee pedals 
Sia 4 he Monts 
As ee 
———— cas 
—— a 
ee puiphcesthe 
ee ae 
“3 Me iS 
: 0 ee 
te 
4 Hee 
T ae, os. 
a Pe i, t Bass 
i a hs 
eae a BEE acon 
ee 2 gee ek iG 
ee ie 
a SG a ae 
me a 
eG, ’ 
+ i" a 
ees. PA ee __ 
Seat a : 
sa ere Ps 
pete 
mm cas * 
pee kee e 
apnea 
si ; 
oe aly . 
feriee i 
a, 
eo ala 
eee 
USES Eee erga mags ar ee et eae cnet Soyamny Coe eee Reem NENE COTS a. eee RNR ee hese eae NG yee ate EMM ae Lon ir aa a A a ae ee ek em a oi 
sate Sak ah ars a A il i eee aa ei ots baa led at SE ae | GoM ae me we Seg ais i 
i 7 : et, " {, rn. = ot 5 ne . 
as St 
ae =o oe oo | 
te < Z Bs ee ene Tee. hr ‘sy a5 Lag eas 
oP acted a a oS) eal ear : ate Re; 
eo. Jig rene Peer are i 
Weegee oh ah A PER ake eee c o 
Leen, Meee es” Seem eae - 
Se Lee See ae Pe 
. ea x 
a 
¢ . 3 
i. oe ere! 
; Be Be, 
ee a } ce 
ee ———— | 
MO 2 
LIST i. 
RS 
a ae 
; a 3 rN * uee Ros i: ae . Bae Se ca ee ee 
iy . ar NE tie ee aS OS Ok an ie . 7s. ey Ve a ae ‘ Ran f x 
rae 
si Mie , 7 Prbe. ‘ pistons oe 
~~ ai ‘ _— t —— 
4 j an , . ~ 
, x . é 1 a. ai i 
= Lim ms, tt a ee eS _—- —= - 
A ~ a = er _ - —_ — . 
. ; , . . fs ¥ - = - ae hoes Ne : a3 een es ne Z Sg Neate sy 
ne ; : Spas eee = . oy Paes Lees ioe ie eee age a ers, Z 
aS. 5 ‘ : ene once meertcs Bs ge ig ea wy ee Bee Bn es ek Tremere aay | PN Beg ey tora vee ten Sit Wet eg > ie eis Begin Sets ie os 
a Sire a a : ae Ne oe aking Ug Re ee eisai aM ie oer ana tme em e Sae te ie  O ete ie Ey LY a gt Ee sh Moe Rene es 2 ol ae ae eo rea i ea Gelige: "ap taest Mo La ie eee! att Oe ee Fe Aen es Og mee etic ats chat e  ce al 
93 ee Wee Se a ee SS et NA eae clays mane ene ae ee oS ee a Reem lai hs ena mean Bee a Os Ot os lea EM IGE OS gen Te SaeStcs Mop trinaeh aS ON pe). A ce en ee SP cee ee a RE lS OS OR ass 9 fr Si Mee eeaaieg: St 2) See or a a 
een, Bas > ee ‘era Pee et een Meee. Pedy 7 ene TOAD Ergon emer Te Jeter gee eh sak one ae Pees eer rere a eens Poe er ee ae eee AS 
Bets A Sea ne ERE a eer 4 Coes ne ii een a! iets Noi nats Dahle oh gt iH (ech ar OR eae am wee ie ohn ae es ec Rh a I GRreE and Ac Veen Sa ee a a Se WN aie ae talieg, “ic(  S S eie S MY Ge ey gee eee Ere bis 
ae Saar ey Eee ty oe ee De et SP PIG sk 3) 2 VSS TREO Te SN tT eta Mee reels ot. den aoe Ca pee eee epee me pia a saan oa ene SF oe sae Pease d | to Re ale eee eee? oie. ten 
pe ee Ra ae ee mY ve Pxede et ge a. el Ee " thee) , bare dae Se iy a : ‘ : oe Agee ata! CoN ghia ee kee Me aes oe ea Sh have aoe 2 * A We Boa ey air, c ; = 3 7 eae -_ md 
Bt Nye ee CEL Cen ae Ft ee eer, sere Ree ene tet peat te ne ee MRR See he aie hg a aR oF a Re ee Ar ee eS Sina AP NE oe 6 eer ie acer ee eee eg - op OR Diora ed, Tame Ti BAS RO ee a RE as laetod) ps nme we eenp ee. ee Sh 
NaN ieee et Oh i iN at ede (5 Ee va cet ea re eames eee abe a fen Ve 5 1 ie ee eames rawr non Ws A See 22 BRN pk gh ys PUT, eS SUE ei ae aA RES at gee ne ee ure eC P 1 ae eee <4 REA A cesetiot ae Oe ert sac ghne Saar eS fie ie ae ec ae eeelalaed, Uk es ne ths Sears eee 
PRR Ey EC SER Fs et ey iMag! te area O SL 5 Riacak a AMES peo slep Ts cena aga eS Ps pela ee Ale ROR RD REIMER See re eg! Tn EELS SA ote aera Terai Ry Hag ug LP Ee Cig Ue cen (a eas pe Sem ARE PEE A aed dae oO 2 eRe eee eT ea eget fee COMER nas yp, 


16 


ADVERTISING AGE 


December 2, 1935 


We were unable to deliver space in many towns and cities throughout our 
operating territory during some months of 1935 because every available Poster 
panel had been ‘‘GOBBLED UP” well in advance of the posting date. Here are 
some of the things which actually happened: 


DETROIT .. . Sold out for two months in 1935. Only single representative showings 
available for two more months. More space orders placed to date for 1936 than have 
been booked this far in advance in the past five years. 


GRAND RAPIDS... Sold out for four months of 1935. Within two representative show- 


ings of being sold out for three months. Practically sold out now for one month of 1936. 


FLINT .. . Completely sold out for two months of 1935 and just short of plant capacity 
for three months. Delivered the largest amount of Poster space in Flint this year of any 
time in the past five years. 


SAGINAW .. . Sold out for two months in 1935. Only one representative showing 
available for three months. Recent plant development now provides most effective 
Poster showing ever available here. 


PONTIAC ... Sold out for two months in 1935, practically at plant capacity for two 
months. Orders for 1936 being placed now in anticipation of best business in Pontiac 
in past six years. 


SUBURBAN TOWNS... . With only five exceptions we were completely sold 
out in all suburban towns and cities for at least two months of 1935. Two towns were 
sold out for six months, two more for four months. 
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TAINING A RECOGNIZED NATIONAL REPUTATION [© 


OFFICE OF THE PRESIDENT 


TO ADVERTISERS AND ADVERTISING AGENCI 


The facilities of a Poster Advertisin 
panded to accommodate an increased de 


Several months are required to scient 
a single Poster Advertising showing. 
care and only after each has passed t 
value in terms of traffic flow. 


' 
Individual panels must be so placed t 
passing traffic. The showing be 
throughout the market to provide high 
traffic movement and in important nei 


We can, therefore, accept only a limi 
Advertising during 1936. When our pl 
shall be compelled to adhere to the p 
served". 


Every recognized barometer of improve 
our Michigan operating territory as o 
markets for all types of commodities 
to believe that many advertisers and 
lating their 1936 merchandising plans 
Detroit, Grand Rapids, Flint and Sagi 


Because Poster Advertising exerts suc 
centers and will probably enter into 
we suggest that all 1936 orders be pl 
insure delivery of the required Space 


To you who may have inadvertently ove 
bilities of cultivating these rich ma 
may we suggest its immediate consider 
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Vater & Co} 


Detroit, Michigan 
November 29, 1935 


[NG AGENCIES: 


Advertising plant cannot be readily ex- 
creased demand for space. 


to scientifically lay out and build even 
showing. Locations are leased with great 
S passed the test of measured advertising 
Low. ; 


' 

o placed to attain maximum visibility to 
ng be scientifically distributed 
ovide high repetitive impression on bulk 
ortant neighborhood shopping centers. 


nly a limited number of orders for Poster 
hen our plant capacity is sold out, we 
e to the policy of "first come, first 


of improved business conditions points to 
itory as one of the nation's most fertile 
mmodities in 1936. It is natural for us 
isers and advertising agencies are formu- 
sing plans for the trading centers of 

+ and Saginaw. 


exerts such a productive influence on these 
nter into many 1936 plans being formulated, 


ders be placed as quickly as possible to 
iired space. 


‘tently overlooked the tremendous possi- 
se rich markets with Poster Advertising, 
,e consideration for 1936. 


al Very truly yours, 
Ds 


.% ae 


S WILL GET YOU 


- if you don t watch out! 


At the present booking pace, Poster Advertising 
for 1936 in many cities and towns throughout 
Michigan’s largest trading areas will be pretty 
well “GOBBLED UP” during the next few weeks. 


Non-cancellable orders already placed indicate 
the definite possibility of a “SOLD OUT” condition 
in Michigan’s four major trading centers .. . 


Detroit, Grand Rapids, Flint and Saginaw. .. for 
several months, beginning early in the spring. 


We reiterate the warning of “STANDING ROOM ONLY” 
sounded by the Outdoor Advertising industry 
in its national advertising campaign last year. 
Only a limited number of Poster panels will 
be available in the numerous markets covered 
by our facilities. When these panels are sold, 
no more orders can be accepted. We shall be 
forced into a policy of “first come, first served.” 


Insure against these “SOLD OUT” space conditions which may 
affect your merchandising plans for 1936 in Michigan’s most 


fertile markets. Place your orders immediately... before we 


are obliged to hang out the sign of “STANDING ROOM ONLY.” 


OUTDOOR ADVERTISING 


THROUGHOUT MICHIGAN’S LARGEST TRADING AREAS 
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Consumers 
Products 


Which They Dislike 


Cite 191 
for Copy 


But Almost Half of Them Use the Products 


Despite “Bad Advertising” 


New York, Nov. 29.—(3) What re- 
cent advertising have you particu 
larly disliked, where did you see or 
hear it, and why did you dislike it? 
(9) What brand (in this classifica- 
tion) do you use now and how long 
have you used it? (Questions 3 and 
9). 

Answering both questions, the 
1,177 male and 1,340 female heads 
of families interviewed mentioned 
191 products 719 times. Answering 
only the first, the men cited 388 
advertisements and the women men- 
tioned 366, a total of 754 mentions. 


The reasons given for disliking 
the copy mentioned were voluntary 
expressions and difficult to classify. 
The tabulation was made by using 
general heads, “misleading,” “of- 
fensive,” “too commercial,” “fa- 
cetious,” and “not appealing.” (See 
Table F on Page 20.) 

The difficulty of getting actual 
consumer reactions direct from con- 
sumers themselves was illustrated 
by replies to the query as to reasons 
why the advertising was disliked. 
Consistently insisting upon con- 
tributing to the survey as amateur 
advertising experts, the respondents, 
in at least 244 instances, gave re- 
plies indicating that, while they 
might not have any personal feel- 
ing themselves, they objected to 
certain advertising because it was 
“not appealing.” 


Much “Offensive” 


In other words, the varied types 
of replies grouped under this head 
were expressions to the effect that 
the advertising in question was con- 


Editor’s Note: This is the third 
of a series analyzing the results of 
an investigation of consumer belief 
in advertising made during the 
early summer of this year by 
ADVERTISING ACE with the assistance 
of an advisory committee of eight 
advertising men and women. The 
field work, which was done by Ross- 
Federal Research Corporation, netted 
2,517 completed personal interviews 
in ten cities scattered throughout the 
country. 

The complete questionnaire used 
by Ross-Federal investigators, and 
the results of the related question la, 
1b and 7 were discussed in the Oct. 
28 issue. The related questions 2 and 
8 were discussed in the Nov. 18 is- 
sue. The current installment is con- 
cerned only with the related ques- 
tions 3 and 9. Other phases of the 
questionnaire will be presented in 
future issues. 

All of the factual data used in 
these analyses has been prepared by 
Ross-Federal Research Corporation, 
but all conclusions drawn and all 
interpretative comments are those of 
the editors of ApverTisinc AGE. 


demned because of the personal 
opinion that it would not favorably 
influence other consumers. 


The next largest classification, 231 
mentions, was “offensive.” The 
products involved were in nearly all 
instances of a highly personal na- 
ture, such as laxatives, sanitary 
napkins and toilet tissue, while in 
other cases the objections were 
based on a disagreeable connotation, 
such as the association of toilet soap 
and body odor. 

Where products for personal use 


CUT YOURSELF ANOTHER 
SLICE OF BUSINESS 


IN THE 8TH U. S. 
RETAIL MARKET 
DOMINATED BY 


KSTP 


. . . the only station in Minnesota pre- 
senting the star programs of NBC's RED 
and BLUE NETWORKS, commanding 
millions of listeners. 

. . » farmers, wage earners, and business 
men with money to buy your goods in 
this Metropolitan Trading Area where 
74.3 cents of every retail dollar in Min- 
nesota are spent! 


For authentic market data, consult: General 


Sales Office, KSTP, Minneapolis, 
Minn., or our NATIONAL REPRE- 
SENTATIVES: 


.-.in New York: Paul H. Raymer Co. 
...in Chicago, Detroit, San Fran- 
cisco: John Blair Company. 


Me es 
é 
p 
Table G om 
ie, .* Pe 
Number of persons who do and do not use the product whose advertising they part dislike. 
(Answers to Question 9) = 
“A.” Number using product whose advertising they dislike. oa 
“B.” Number who do not use any product of the type discussed.  T 
“C.” Number using a competitive product. 
“PD.” Number who use a product whose advertising is disliked by others in the group, but is not specifically 
mentioned by themselves. 
No. No. No. 
Prod- Men- Products Fre- Men- No. 
Classification ucts tions A B Cc D quently Mentioned tions Users 
Antiseptics .........+. 2 24 3 16 3 2 BOE v.60 65000 44060004 19 3 
Automobiles ......... 8 18 7 10 oe 1 CONNER 6 cn secscsoansves 6 
Automobile Bodies.... 1 2 ee 2 ee 
Auto Accessories...... 1 1 ele 1 
Beverages: 
BOGE ccccccccccscces 10 14 3 9 2 PE Sdn esveeeese be reanee 4 
Soft Drinks ........ 5 11 2 7 2 CG, bcsccvecvcceess 4 
GOO ooccccercceves 7 20 4 6 8 2 Chase & Sanborn......... 11 2 
TOR, cc bcccocvesese 4 5 1 4 ss 
Whiskey .....--+:+. 4 8 os 8 $0 
WSOP occ ccccccess 1 1 “* 1 a 
COMEY .ccccsccccsoces 1 2 es 1 1 ea 
Chewing Gum ........- 2 9 2 6 ks 1 TEE vc teccnvecveses 7 2 
Geammetiow ..-cccsecees 16 43 3 27 13 ° EMG BOGMOE on cccccscess 21 3 
DPUBB occ ccc cccccee 30 78 7 62 5 4 pT Ree 13 1 
Alkka-Beltser ..cccccsccee 12 1 
Crazy Water Salts....... 11 ee 
WOES occcccccssecccss 21 57 15 30 11 1 Fleischmann’s Yeast ..... 13 6 
WREEEED cccccccccscecese 11 3 
Gasoline ......seeeees 10 44 6 29 5 4 (ee ere 17 4 
EEE. Saksebiceedseeece 9 1 
Hair Preparations..... 3 8 2 5 1 . Fitch Shampoo .......... 5 1 
Household Supplies... 10 35 32 L 1 Slacks Furniture ........ 24 ei 
Shaving Supplies..... 5 9 1 5 2 1 
Soaps: . 
Toilet .....esseeeess 7 70 20 32 1 17 re ee ae 55 14 
Cleaning ....cccceee 5 9 3 3 2 1 
SE conde paphe ss bes 1 1 1 ‘ia 
| ee ee eee 2 7 3 2 2 
Tobacco Products: 
Cigarettes ......... 6 138 22 93 4 19 CE ican cesecnasores 61 17 
Laey Strike ...csccccces 39 5 
CIBAFB ccccccccccere 2 3 ‘“ 3 we 
Smoking Tobacco... 1 3 és 3 — 
Toilet Tissue ......... 3 5 3 1 1 “s 
DoemtiBriees «0.2 cccscce 8 68 9 43 5 11 ee eT Oe re 35 7 
eT TTT Tre 24 
Wearing Apparel...... i3 22 1 18 3 «% 
Miscellaneous ........ 2 4 1 2 1 ee 
191 719 118 461 73 67 


were concerned, it was frequently 
indicated that any advertising of 
such goods would be offensive. “Dis- 
gusting” was the actual expression 
used in some instances classified in 
this group. 

“Misleading” or similar expres- 
sions totalled 180. This type of 
reply, even when considered indi- 
vidually, was not informative. The 
vague use of this expression by con- 
sumers who have no definite idea in 
mind was discussed in the first in- 
stallment of this report. 


The criticism, “too commercial,” 
was applied to radio advertising in 
41 of the 50 instances in which it 
was used, and advertising in this 
medium was also the most frequent- 
ly condemned as “too facetious,” the 
result being 18 such mentions of a 
total of 49 for newspapers, maga- 
zines, radio, outdoor and all other 
media, 

Where media other than radio 
were concerned, the types of com- 
plaints were about equally divided 
according to the general trend. 


Drugs, toilet soaps and foods, in 
the order named, were the classi- 
fications in which the most com- 
plaints were made. The positions 
of other classifications and of indi- 
vidual products most frequently 
mentioned are shown in Table G, 
reproduced herewith. 


Many Use Products Anyhow 


In 118 of the 719 answers to Ques- 
tion 9 the respondents indicated they 
were using the products whose ad- 
vertising they disliked. In 140 
instances they used a competitive 
brand, and in 67 of these 140 cases 
they used a product whose adver- 
tising was disliked by others inter- 
viewed in this study. 


A majority of the mentions, 461, 
or 64 per cent, concerned products 
which had not been used, or were not 
at present being used, by the re- 
spondents. 

From one standpoint, these figures 
are unusually illuminating, since 
they would seem to indicate that in 
more than half of those instances 


in which specific advertising is con- 
demned, on one ground or another, 
the person who so condemns it has 


user of the type of p...uct under 
discussion. 


so, or a pipe smoker may condemn 
the advertising of cigarettes. In the 
first instance, it may logically be 
argued that the condemnation by a 
male of the advertising of feminine 
products means almost nothing, ex- 
cept for the possible small influence 
he may exercise over the purchases 
of female friends or relatives. In 
the second instance, the attitude of 
the person who dislikes the adver- 
tising of a product for which he is 
not in the market is also of secon- 
dary importance, except for the 
effect which such dislike may have 
in keeping him out of the ranks of 
consumers. 


(Continued on Page 20, Col. 1) 


This means, for example,: that a ~~ 


man may dislike the advértisiag @f 
a purely feminine product,.and- say 


. es 


Table H 
Length of time during which present brands have been used 
(Answers to Question 9) 
Length of Time Used 
2 . 
cs) Z s S 
ss 2 & : 
age C Ss 3 . 
Pee A a & 2 
ono © — =] 
Classification Zh p 3 5 & 
pS ESE CCE RTT TT 3 ne ee 2 1 
EEE, ear tciccveveocece 7 ‘ 7 . 
ED Gab 000 068600666 e is 
Auto Accessories ........... . 
Beverages: 

MEET. Bi esh660tS00nee nes ones 3 P ae 2 1 

Se CED: 686s sso eeSeawes 2 7 ate 1 1 
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| EES ee ee er ee 15 1 ae 13 1 
NE SERS Gi tare 69's 6 os 6 7 
Hair Preparations .......cece 2 1 1 
Household Supplies .......... ee 6% 
Shaving Supplies ............ 1 1 
Soaps: 

Ore a heh hae Ob bbb aS 20 im 18 2 

Cleaning 3 1 2 be 
EEE ats 6.5 6 Gea 6 5 4a. 0 8 G00 Oe Ob oe os 
a a6 5. 8054 1650 0 0 0b t06 8 3 3 
Tobacco: 

Cigarettes, Cigars & Smoking 22 1 1 20 a 
ey Re eee ee 3 es 3 a 
i, OL 9 1 2 5 1 
Wearing Apparel ............ 1 a oe 1 av 
DEE boca cesbesceseds 1 ee ee p | és 

118 5 3 101 9 


Length of Time Used 
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‘WPmaRTH CONTROL 
Ne CAMPAIGN GETS 


NEW TERRITORY 


‘Keep That Schoolboy Figure’ 
Is Slogan 


Pottstown, Pa., Nov. 27.—Follow- 
ing a test campaign in five key cities, 
the makers of Supportex, a com- 
bined abdominal support and sus- 
pensory, are introducing their un- 
usual garment with equally unusual 
advertising in national magazines 
and in the major markets of the 
Eastern and Middle Western United 
States. 


A product of the Iris Knitting 
Mills, Pottstown, the new garment 
is also being advertised by the mak- 
ers of Lastex, of which it is fash- 
ioned, in full-page advertising to the 
trade. The mills are makers of knit 
underwear, polo shirts and other 
men’s wear. 
ments were sold in September and 
October sales were reported larger. 
It is a patented product and has 
been placed in leading department 
stores and furnishings and sports- 
wear shops. 

Success of a six-weeks’ test, con- 
ducted Aug. 18 to Oct. 1 in Phila- 
delphia, Pittsburgh, New York, 
Brooklyn and Boston, the company 
reveals, led to preparations for 
launching the product in Chicago, 
Baltimore, Washington and other 
metropolitan marts. It is being 
placed with “class” establishments 


pein Witions titiesy The manufacturer 


ig Petalling v3, ment by mail in 

sections Where there is no retail 

representation. "Tite retail price is $3. 
; “ we 


Mates ‘Are Yielding 


hard-shelled aver- 
sion of the American male to style 
novelties notwithstanding, the mills 
report they are hard pressed to meet 
the demand for this he-man “girdle” 
or “foundation garment.” 

The campaign, directed by the Sid- 
ney H. Weiler Agency, Philadelphia, 
consists of advertising signed by the 
manufacturer in the Macfadden 
group of magazines, furnishing of 
newspaper mats for the use of deal- 
ers in their local newspapers, direct 
mail to dealers, brochures, counter 
display cards and posters. 

Some of the newspaper copy fea- 
tures the line: “Girth Control for 
Men,” and urges the gentleman who 
is tending to expand to “keep that 
schoolboy figure.” “Girth support 
without binding” and “good posture 
without effort” are other sales points 
featured in the copy. 

Brochures present Supportex as “a 
real necessity for all men” and ex- 
plain that man’s penalty for walking 
around on two feet with an an- 
.atomy presumably designed to per- 
mit suspension of his internal organs 
from a horizontal spine, as in the 
case of lower animals, is a settling 
and sagging of these organs into 
the pelvic cavity. 

“Of all of the vertebrate animals,” 
it is set forth, “man is the only one 
which habitually walks erect. Far 
be it from us to discourage this prac- 
tice, but we would like to point out 
certain things which this upright 
posture does to the internal organs. 


Man at Disadvantage 


“In all other animals having a 
spinal column, this backbone is in a 
horizontal position, like the ridge 
pole of a house. The vital organs 
are suspended from it by muscular 
tissue in a manner conducive to the 
utmost bodily strength and efficiency. 

; , the horse, the lion 


—th c and lean about the 
loins.. Alffiough man has the same 
“king por” ‘column, the same 
1 organs, the com- 


been done about 
- ” 

opy, both in brochures and in 
newspaper mats, mentions the value 
of the garment in relieving constipa- 


Twelve thousand gar- 


tion and the endorsement of physi- 
cians as well as athletes and athletic 
coaches is claimed. 


McGraw-Hill Appoints 
Andrew T. Argenzio, formerly with 
the Lionel Corporation and Frank 
Presbrey Company, has been ap- 
pointed production manager of the 
advertising department, McGraw-Hill 
Publishing Company, to succeed 
Harold Bisson, who has joined Na- 
tional Broadcasting Company. 


Miller to Direct Copy 


Beginning Jan. 1, United Electric 
Light Company, Springfield, Mass., 
will prepare its own advertising copy 
under the direction of Carl Miller, 
advertising manager. The account 
was previously handled by an 
agency. 


C-P-P Sales Run 100%, 
Ahead on Xmas Boxes 


Colgate - Palmolive - Peet Company, 
offering eight Christmas boxes for 
toilet articles this year as compared 
with four a year ago, to date has sold 
twice as many boxes as during the 
entire 1934 season. 

The company is using a gift plan 
for retail druggists and sales people 
whereby those making 144 sales of 
six necessity items, dental cream, 
dental powder and shaving creams of 
Colgate and Palmolive brands, re- 
ceive a merchandise gift. 


Grover Transferred 
Melvin Grover has been transferred 
from the Boston office of National 
Sportsman and Hunting ¢& Fishing 
to the New York office, where he will 


be assistant to Donald Grimason. 


Ludlow Favors 
Reduction of 
Postage Rate 


Washington, D. C., Nov. 29.—Rep- 
resentative Ludlow, Democrat from 
Indiana, and chairman of the House 
sub-committee on Post Office and 
Treasury expenditures, has again de- 
clared himself as being in favor of 
a two-cent postage rate for first 
class matter. 

At the last session of Congress he 
introduced a bill to that end, but 
it was halted in committee when 
Postmaster General Farley pro- 
tested. 


The Post Office Department con- 
tends that abandonment of the 
three-cent rate would cost it $100,- 
000,000 a year. Representative Lud- 
low has set Dec. 2 for hearings on 
the Post Office budget. 

“These hearings,” he said, “will 
develop in detail what the actual 
effect would be on revenues if the 
two-cent stamp were restored. I 
have letters from numerous business 
concerns which say they have had 
to abandon the postal service for 
circulars and the like because of the 
three-cent rate.” 


Opens in Cincinnati 
An office in the Chamber of Com- 
merce Building, Cincinnati, has been 
opened by the Merrill Advertising 
Company, New York. 


Pes eg oe 
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REDBOOK is not for tired, narrow minds. It is purposely 
aimed at active, healthy appetites, and fat purses 


hata is deliberately edited to please the rest- 
less, ambitious type of family—the buyers of new 
cars—the builders of new homes—the kind of families 
who can afford the time and the money to travel both 
at home and abroad. Redbook is for families that do not 
have to be educated before they can be sold. 

Redbook is exciting to these money-spending fami- 
lies. We know because we call at hundreds of Redbook 
homes each month, and have these families tell us what 
they like. 

We know they like P. G. Wodehouse, Philip Wylie, Sir 
Philip Gibbs, Ursula Parrott, Pearl S. Buck, Melvin 
Purvis, Edith Wharton. We know they like the extra 
novel in each copy of Redbook. They tell us so. 

Because our editing is based on actual reader experi- 


ence, your advertising dollar in Redbook buys more fam- 
ilies with the right income and buying appetite for the 
things you sell. 

Key advertisers tell us this is so. Private school and 
camp advertisers, for example, put more advertising in 
Redbook than in any other magazine. And since they 
know what magazine produces the enrollments, Redbook 
must be offering more families-per-dollar of the sort who 
can afford private schools for their children. 

Usually it costs more to advertise to families who buy 
more. But not in Redbook, for the rate is only $2.48 per 
thousand families, lowest in its field (based on guarantee). 

Advertisers who go after the easy sales first, will see 
the advantage of putting their wares in front of Red- 
book’s 775,000 families. 


Wen Advertise to your BETTER customers FIRST... in Redbook 
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(Continued from Page 18, Col. 5) 

Of far greater interest, however, 
is the fact that almost half of those 
who use products of the type dis- 
cussed, actually use the brand 
whose advertising they specifically 
condemn. This would seem to fully 
justify the thought of many adver- 
tising men that what a consumer 
consciously thinks of a product's ad- 
vertising bears little if any relation 
to the effect of that advertising upon 
his purchasing habits. 


Oppose All Advertising 


A careful analysis of individual 
questionnaires and investigators’ re- 
ports revealed also that many of the 
unfavorable mentions were in reality 
those of persons who dislike adver- 
tising per se. Certain consumers 
sought to register their objection to 
all advertising of certain products, 
others to all advertising in certain 
media, still others to all advertising 


of a certain kind, and a few to all 
advertising. 

When told they must name specific 
brands in order to register com- 
plaints, most persons in this group 
did so. A careful study of the ques- 
tionnaires indicates that if, for ex- 
ample, they thought tobacco was 
injurious and should not be adver- 
tised, they would be likely to cite 
the advertising of the first well 
known cigarette that came to mind. 

This point also explains the fact 
that 64 per cent of the respondents 
do not use products of the type 
whose advertising they dislike. In 
addition, however, it raises an im- 
portant issue in that it indicates a 
substantial portion—not perhaps as 
large as some assert—of the con- 
suming public as opposed to all 
advertising, or to all advertising 
of a particular type or class. 


Best Known Mentioned 


Advertisers themselves may be in- 
terested in the fact that the prod- 
ucts complained of are in most cases 
among the most extensively adver- 
tised. Furthermore, most of them 
have been advertised for years and 
the brand names, as the matter in 
hand illustrates, are deeply im. 
pressed on consumer consciousness. 

It was to be expected that the 
most prominently advertised and 
best known products would harvest 
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Table F 
This table shows the totals of reasons why advertising was disliked, by ope ef products 
(Answers to Question 3: What recent advertising have you particularly disliked, and why?) 
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ORTH”, East, West, 
South—Continental again contributes its share 


to the 100 best posters of 1935. 


As judged at the Sixth Annual Exhibition 
of Outdoor Advertising Art at Chicago, Ill. 
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the vast majority of both favorable 
and unfavorable mentions, simply 
because the public is more familiar 
with them, but the striking scarcity 
of criticism for little known prod- 
ucts might conceivably support a 
theory that consumers do not have 
one set reaction to all advertising. 

It may be that consumers, more 
or less subconsciously, set higher 
standards of practice for leading 
advertisers and for advertisers of 
well known, quality products, than 
for small advertisers and for adver- 
tisers of goods of no reputation and 
new products, overlooking faults in 
the second group for which the first 
would be promptly called to account. 

If this is true, leading advertisers 
have an extra responsibility in fol- 
lowing standards of practice which 
will build confidence and interest in 
all advertising, including their own. 
Whether or not this is true, it ap- 
pears from the survey that con- 
sumers are disposed consciously to 
apply their critical faculties to the 
copy of leading advertisers of re- 
liable products and not to transient 
advertisers offering unproved values. 


A. I. G. A. Plans Show, 


Names Design Winners 


In an effort to improve text-book 
production, the American Institute of 
Graphic Arts, New York, has invited 
designers and publishers to take part 
in its exhibition called The Text- 
Book of the Future, opening the first 
week in February at the National 
Arts Club. 

Awards in the Institute’s letterhead 
design competition, recently closed, 
were won by Raymond Lufkin, New 
York designer; Emil Georg Sahlin, 
Buffalo typographer; and Albert Sper- 
ise, San Francisco agency man. Hon- 
orable mention went to three New 
Yorkers, Frank D’Arconte and An- 
drew Rovegno, both of George Grady 
Press, and Meyer Wagman, formerly 
of the Marchbanks Press. The win- 
ning designs have been incorporated 
in the A. I. G. A. exhibition of Cum- 
mercial Printing of the Year. 


“Signature,” Typographic 
Magazine, Out in London 


Signature, a new London periodical 
devoted to typography and _ the 
graphic arts, will make its appear- 
ance late this month. Edited by 
Oliver Simon, Signature will be is- 
sued three times a year. Publication 
ar a. at 37 Museum St., London, 


Introduces New Cap 

Anchor Cap & Closure Corporation, 
Long Island City, N. Y., is introduc- 
ing a new Anchor tamper-proof cap 
for sealing wines and liquors. The 
device is offered as an aid in com- 
bating the increasing prevalence of 
bootlegging and substitution. 


Marsh Gets Maynz 
Maynz & Co. have appointed Ter- 
rill Belknap Marsh Associates, New 
York, to place their advertising. 
Brewery trade papers will be used. 


WEAVER URGES 
SINCERE COPY 


Detroit, Mich., Nov. 26—A sound 
philosophy behind the copy which is 
written for present-day advértise- 
ments is as important as the clear, 
straight thinking {it should repre- 
sent, Henry G. Weaver, head of the 
customer research staff of General 
Motors Corporation, told the Adcraft 
Club of Detroit Friday. 

There is a definite.resistance on 
the part of the consumer to any line 
of sales promotion which even hints 
at classifying him as a “fish,” Mr. 
Weaver said. He inferred that con- 
siderable present-day advertising is 
written with the undesirable thought 
in the mind of the writer that the 
advertising should serve to “put 
something over” on the reader. 

“We have become so accustomed 
to calling our sales campaigns by 
spectacular names, ‘alligator rushes’ 
or ‘bear hunts,’ that we have almost 
forgotten the customer,” he said. 

Mr. Weaver cited a piece of En- 
glish copy he had seen as his idea 
of outstanding writing. This par- 
ticular piece made a strong class 
appeal for Scotch tweeds as a qual- 
ity product. “Conservative in size, 
type and style, it made me realize 
why I had always liked Scotch 
tweeds,” he said. “The advertising 
which reaches you because of its 
soundness, because it can’t be con- 
tradicted, is valuable advertising.” 


° . 

Offers Map of Ethiopia 

Mrs. Karl’s Bakeries, Inc., Milwau- 
kee, Wis., has inaugurated a new 
15-minute children’s program, heard 
over WTMJ at 5 p. m. each Tuesday, 
Thursday and Saturday, in which 
listeners are invited to send for a 
free map of Ethiopia. Hoffman & 
York, Milwaukee, is the agency in 
charge. 


Pye Joins Hall Printing 


Arthur E. Pye, for the past six 
years vice-president and secretary of 
Ellis & Pye, Inc., Chicago, has re- 
signed to join the W. F. Hall Print- 
ing Company, of that city. He will 
develop a research and sales promo- 
tion department. 


Maxwell House Gets Evans 


J. K. Evans, formerly vice-president 
of General Food Sales Company, New 
York, has been appointed sales and 
merchandising manager for Maxwell 
House coffee, 
Foods Corporation, New York, 


The Credit Association of Clothing 
and Furnishings Manufacturers, Inc., 
New York, has appointed Bachen- 
heimer-Dundes, Inc., as its advertis- 
ing counsellors. 


product of General . 


C. A. C. F. M. Gets Agency 
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Ad-Oddities 


New York, Nov. 29.—Four- 
inch matches are now light- 
ing the sales path of National 
Distillers Corporation. The 
company is sending 250,000 
giant books of matches into 
the field with advertising 
messages on behalf of Crab 
Orchard, Old Overholt, and 
Penn-Maryland whiskies, each 
match being four inches long 
and able to burn long enough 
to light up the smokes for an 
entire dinner party, provided 
no one is superstitious. 

It’s just another way of say- 
ing “there is no match” for 
National Distillers’ products 
thus advertised. 


10,000 Enter 


Cadillac Auto 
Essay Contest 


(Picture on Page 31) 

Detroit, Mich., Nov. 29.—Ten thou- 
sand entries were submitted in the 
nationwide essay contest which was 
featured in Cadillac Motor Company’s 
recent advertising announcement of 
the 1936 series of Cadillac and La- 
Salle cars, Nicholas Dreystadt, gen- 
eral manager, has announced. 

First prize, a Cadillac, was 
awarded to C. W. Burdick of Cleve 
land. Second prize, a LaSalle, went 
to Irvin Borders of Los Angeles. 

Essays were limited to 100 words 
on the subject, “Why do you believe 
the new Cadillacs, LaSalles, and 
Cadillac-Fleetwoods are entitled to 
be called ‘The Royal Family of Mo- 
tcrdom?’” The essay blanks were 
distributed by dealers. 

Judges were B. C. Forbes, New 
York economist; T. F. MacManus, 
president, MacManus, John & Adams, 
Inc.; and George Slocum, publisher, 
Automotive Daily News. 


Named for Tourist Bureau 


Bowman, Deute, Cummings, Inc., 
has been appointed advertising rep- 
resentative of the western division 
of the Japan Tourist Bureau, Los 
Angeles. The account will be serviced 
by the Los Angeles and San Fran- 
cisco offices of the agency, and ad- 
vertising activity will cover the 
western section of the country. 


TWA Names Walker 


John B. Walker, formerly with 
Beaumont & Hohman, Inc., Chicago, 
has been appointed general traffic 
manager of Transcontinental and 
Western Air, Inc., with headquarters 
in Kansas City, Mo. 


"AT YOUR SERVICE” 


FEUITIE 


Zt NEW YORK CITY 


ATTENTION OF . 


All Advertisers— Account Execu- 
tives—Sales Managers—Copy Writ- 
ers—Space Buyers and Artists visit- 
ing or living in New York ..... 


The 26 story Hotel Piccadilly is in the very 
center of Times Square—Great Theater-ing! 
(Within 4 minutes WALK of “Radio City,” 
69 theatres and Madison Square Garden.) 
8 minutes to Grand Central—Great Time- 
saving! Bright, richly furnished rooms with 
all up-to-the-minute conveniences—Great for 
Living! After 11 p. m. a location as quiet 
as a country lane. That, plus deep soft beds 
means—Great Sleeping! 60 watt bathroom 
bulbs—Great Shaving! And—daily rates 
from $2.50 (weekly from $11.50) are—Small 
when Paying! 


Pick the Piccadilly . . . the 
Right Hotel for Light Sleepers 
and—Light Incomes. In the 
hub of things yet out of the 
hubbub! Phone or write for 
free “Map-Guide of N. ¥Y.C.” 


Adclub Hears Hall 


“The human animal is infinitely 
more interested in what he buys than 
from whom he buys it,” Harry B. Hall, 
vice-president of Klau-Van Pieter- 
som-Dunlap Associates, Inc., told the 
Women’s Advertising Club of Mil 
waukee Nov. 21. He urged that finan- 
cial advertising be based on a bank’s 
method of serving business rather 
than its age, number of depositors 
or the elegance of its building. 


Start Ted Bruce, Inc. 


Ted Bruce, Inc., has been estab- 
lished at 1557 N. Vine St., Holly- 
ood, Cal., by Ted Bruce and Sey- 
mour Mason. The new firm special- 
izes in representation of radio and 
theatrical personalities and also func- 
tions as an advertising agency. 


New Packages 
Designed for 


H-P Medicines 


(Picture on Page 31) 


Newark, N. J., Nov. 27.—Health 
Products Corporation has developed 
new “modified” packages for Feen-a- 
mint, the chewing gum laxative, and 
Dillard’s Aspergum, aspirin in chew- 
ing gum. 

The company sought simplicity 
and clarity in package design. The 
principal problem involved was that 
of combining the utmost prominence 


for the trade-mark with adequate in- 


formation about the nature of the 
product, while at the same time 
making the package adhere closely 
enough to long accepted character- 
istics of appearance so that recogni- 
tion by the public would not be sac- 
rificed. 

The trade-mark value resulting 
from long use and wide distribution 
of the former packages has been 
successfully retained in the new. 
The new designs, by avoidance of 
radical innovations, sidestep the dan- 
ger of suggesting that changes have 
been made in the product itself, a 
suggestion that might easily alienate 
a substantial percentage of present 
users, 

The dollar size Feen-a-mint pack- 


age contains special waxine inner 


containers which hold the tablets, 
the other Feen-a-mint and Dillard's 
Aspergum packages all _. being 
wrapped in Cellophane. 

Two packages for Dillard’s Asper- 
gum have been designed, one for the 
American trade, and one for Eng- 
land. 


A. C. Dingwall Resigns 


A. C. Dingwall has resigned as sec- 
retary and advertising manager of 
Dairy Produce Publishers, Inc., Chi- 
cago. 


Four A’s Elects Meany 


Philip J. Meany Company, Los 
Angeles, has been elected to mem- 
bership in the American Association 
of Advertising Agencies. 


Gladys Swarthout, Paramount 
star, in a winter ensemble for all 
but the most formal occasions, 
Her costume consists of a brief 
nutria swagger coat, flared to 
wrap or swing freely; tomato red 
lining of tweed. Her hat from 


Descat; black cloque crepe ‘rock 
with front fullness; her hand. 
stitched gloves, suede pumps 


greatest desires. 


There’s even a flare in little face 
veils as shown on the brown felt 
costume hat worn by Cecelia 
Parker, Conventional 
self material are mobilized front 


lowers of 


THE most magnificent gesture in a young woman’s life is to 
spend freely for the nice things she wears. Clothes, cosmetics, 
shoes, gloves, hats, hose, dainty, exquisite underthings, perfumes, 
and novelty jewelry are the glamorous accoutrements of her 


Fashions of the films designed by famous creators of style— 
Banton of Paramount, Kelly of Warners, Adrian of Metro, New- 
man of RKO, Plunkett of 20th Century-Fox and others present 
these glorious and smart creations for the glorified ladies of the 
cinema who wear them in romantic surroundings, which lure the 
alert young women of America to new wants. 

This vast army of wanters, the goers, the doers and the ideal- 
ists are interested in these creations that add to their personal 


Curtis J. Harrison . 


PHOTOPLAY MAGAZINE 


WITH THE HOLLYWOOD FASHION FORECAST 


Paris says theclassicnote is smart. 
Hollywood echoes it, and the 

Miss Rogers, but recently a | 4 
hey girl shows how exquisitely 
she can become a modern Helen 


attractiveness, their charm, their loveliness and particularly their 
individuality. And so in PHOTOPLAY is interpreted, for its 
romantic readers, the vogue of Hollywood for them to purchase 


or to copy. 


Here, Mr. Advertiser, in PHOTOPLAY is a different market 
...a market of spirited youth...a market of spirited spenders 
...an extravagant group of young women... in fact, the freest 


spending market in the world. 


A half million of these dramat- 


ically extravagant young women read PHOTOPLAY each month. 
There is no mystery about their first wants. Nor is there a mystery 


about how freely they spend their money. Tell your story to them 
in the advertising pages of PHOTOPLAY and their dollars will 
readily clink over the counters of America for your merchandise. 


Advertising Manager 
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Duaraloy to Sanger 


Alan B. Sanger New York, has 
been appointed to handle the account 
of the Duraloy Company, New York 
and Pittsburgh, chrome iron and 
chrome nickel castings producer. 
Magazines and direct mail will be 
used. 


Kroening to M. & F. 


Clifford A. Kroening, engaged in 
advertising and sales promotion 
work in Cleveland, Milwaukee and 
Chicago for the past ten years, has 
joined Meldrum & Fewsmith, Inc., 
Cleveland, as account executive. 


Swenson Appointed 
Hilmer V. Swenson Company, Inc., 
Chicago, has been appointed for ad- 
vertising of Pine Tree Products Com- 


pany, Newport, N. H., soap maker. 


College Girls 


Given Task of 
Sampling Dreft 


Chicago, Nov. 29.—Girls fresh from 
college are being used in a sampling 
campaign in this territory for Dreft, 
product of Procter & Gamble Com- 
pany, Cincinnati. The 35 co-eds, far 
above the average sampling crew, 
both in appearance and intelligence, 
will sample homes in selected dis- 
tricts, representing 50 per cent of 
the Chicago total. 

The girls make every effort to 
make a personal presentation of the 
15-cent package of Dreft, in order 


that they may explain that the prod- 
uct is not a soap, in that it contains 
no alkali, but is a new discovery 
recommended for laundering fine 
fabrics. Where the recipient mani- 
fests any doubt as to the superiority 
ot Dreft, the winsome co-ed asks her 
to wash a “clean” stocking in the 
new suds and then compare it with 
its mate. 

When the housewife is not at home 
and the college lass can find no safe 
place to leave the package, she de- 
posits instead, a coupon which, with 
15 cents in cash, will be honored by 
any grocer for a 25-cent package of 
Dreft. 

Chicago is one of the last large 
cities being sampled by Procter & 
Gamble in a selected area. Adver- 
tising is placed back of Dreft as the 


sampling is completed in each town. 
Blackett-Sample-Hummert, Ince., is 
the agency. 


Caples Gets “Sunbeam” 

The Caples Company, New York, 
has been appointed for the joint ad- 
vertising campaign of New York Cen- 
tral System, Southern Rai!lway Sys- 
tem and Seaboard Air Line Rai)way, 
announcing the new “Florida Sun- 
beam,” air-conditioned train which 
will begin service from Chicago and 
Detroit Jan. 1, from Cleveland Jan. 
2, and northbound from Flicrida 
Jan. 3, 


Joins Four A’s 


Gerth-Knollin Advertising Agency, 
San Francisco, has been admitted to 
membership in the American Associa- 
tion of Advertising Agencies. 


One of 


Largest 


Furniture Sto 


Barker Bros. 


of 


Los Angeles 


A tremendous amount of Furniture and Household Goods is sold every year in Los Angeles. Of 
the Five Largest Markets in America, Los Angeles is far in the lead in Furniture purchases per 
capita. Here are the figures: 


CITY 


Los Angeles . 
Gr. New York. 
Chicago .. 
Philadelphia 
Detroit . 


(All Sales Figures from the Retail Census of Distribution—1933. 


Population Furn. & Household Furniture Sales per Sales per 
Sales Stores Store Capita 

1,238,048 $ 23,921,000 659 $362,989 $19.32 

6,930,446 109,745,000 3433 319,667 15.84 

3,376,438 35,157,000 1081 325,227 10.41 

1,950,961 19,421,000 770 252,220 9.95 

1,568,662 13,146,000 357 368,235 8.38 


Population figures from Federal Census—1930.) 


All the leading furniture stores in Los Angeles depend almost entirely upon the newspapers to develop their 
business—and most of them have found that their BEST BET is The Evening Herald and Express. 


So far this year—and for many years past—The Herald and Express has carried MORE Furniture and House- 
hold Advertising than ANY OTHER Los Angeles newspaper—even including those with Sunday issues. 


If you are selling any product for the home, the experience of 
most Los Angeles Retailers indicates that your FIRST adver- 
tising medium should be The 


NEW YORK 


CHICAGO 


LOS ANGELES EVENING 


HERALD’£xpress 


REPRESENTED 


NATIONALLY BY 


PAUL BLOCK AND ASSOCIATES 


DETROIT Los ANGELES 


SAN FRANCISCO BOSTON 


CINCINNATI 


PHILADELPHIA 


ONLY ATTORNEYS 
NOW INTERESTED 
IN GOODWIN IDEA 


New York, Nov, 29.—Everybody is 
interested in reviving the Goodwin 
Plan except the manufacturers who 
are supposed to put up the money, a 
canvass of former. sponsors in this 
territory indicated. While large num- 
bers of lawyers are wrangling over 
the Goodwin Plan in the federal 
court at Chicago, the manufacturers 
who were formerly interested assert 
they have no intention of making 
further investments in the plan. 

Some of the advertisers were for- 
merly inclined to take over the Good- 
win Plan for six months, on the 
theory that some church workers had 
saved labels and other evidences of 
purchase and were eagerly awaiting 
the opportunity to have them re- 
deemed for 2 per cent of their face 
value. Recent evidence, however, has 
indicated that no such accumulation 
of labels exists, and that the one- 
time sponsors need have no fear of 
incurring consumer ill will if they 
forget the Goodwin Plan. 


To Sell Furniture 

Chicago, Nov. 29.—Authorization 
to sell furniture used by the Good- 
win Corporation was extended to the 
trustee by Federal Judge Sullivan in 
the fifth of a series of hearings, at- 
tended by the usual retinue of law- 
yers. The sale will be held at 75 E. 
Wacker Drive, at 11 a. m., Dec. 4. 

The brief hearing developed the 
information that the Goodwin Cor- 
poration’s lease provided for monthly 
rental of $2,500. The sixth hearing 
will be held Dee, 9. 


Thomson Symon Art 
Prizes Are Awarded 


Lloyd I. Tucker’s design for a Rob- 
ert’s milk poster won the grand prize 
of $150 in the second annual art con- 
test sponsored by Thomson Symon 
Company, Terre Haute, Ind., as the 
most praiseworthy art work from 
which that company manufactured 
24-sheet posters during the year. All 
artists were eligible for the grand 
prize, but in awarding prizes for pic- 
torial and lettering technique, only 
artists employed by plant operators, 
whose posters were produced by 
Thomson Symon, were eligible. 

In the pictorial division first prize 
of $100 also went to Mr. Tucker for 
a Linco Gas and Oil poster; second 
prize, $75, was garnered by R. E. 
Whittle, Duluth, for a Zenith Coke 
poster; third prize, $50, was taken 
by Gilbert M. Reeves, Louisville, for 
a Sears, Roebuck poster; and fourth 
prize $25 also went to Mr. Reeves for 
a Louisville Courier-Journal poster. 

Identical prizes in the lettering 
division were distributed as follows: 
First prize for City Water & Light 
Department, and third prize, for Fit- 
ger’s beer, to R. E. Whittle, Duluth, 
Minn.; second prize, for a “le elec- 
tricity” poster, to N, M. Holter, Min 
neapolis; fourth prize, for a Genesee 
beer and ale poster, to Batiste Mada- 
lena, Rochester, N. Y. 


Montgomery Joins Hanley 


T. Reed Montgomery, formerly 
sales manager of Narragansett Brew- 
ing Company, Providence, R. I., has 
joined James Hanley Company, Prov- 
idence, brewer of Hanley’s ale, in the 
same capacity. 


Forms Terre Haute Service 


Lawrence Herz Joseph, former 
president of the Herz Department 
Store, Terre Haute, Ind., has organ- 
ized Consumers’ Aid, Inc., 11 N. Sixth 
St., Terre Haute, which will function 
as an advertising and merchandising 
service, 


Launches Flexton, Jr. 


Hinde & Dauch Paper Company, 
Sandusky, O., maker of Flexton, 
Traton and Velton display materials, 
has announced a new decorative pa- 
per known as Flexton, Jr. 


Link-Belt Offices Moved 


The executive offices of Link-Belt 
Company, located for many years at 
910 S. Michigan Ave., Chicago, have 
been moved to 307 N. Michigan Ave. 
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December 2, 1935 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 853. “Fore!” 


This illustrated folder tells the 
story of the broadcasting set-up by 
which WKY aired the stroke-by-stroke 
account of the 1935 Professional 
Golfers Association tournament held 
in October at the Twin Hills course, 
Oklahoma City. It indicates how 
WKY, by broadcasting such features 
of local interest and importance, 
keeps itself sold to Oklahoma listen- 
ers. 


No. 854, Wheat Yield Map of West- 

ern Canada, 1935. 

The Nor’-West Farmer and Coun- 
try Guide, which comprise the West- 
ern Division of Rural Magazine 
Publishers Association of Canada, 
have had this Wheat Yield Map pre- 
pared for them by the W. Sanford 
Evans Statistical Service. The map 
itself is identical with the edition 
issued to the Evans clientele, with 
the addition of statistics on agricul- 
tural production, livestock sales, in- 
dustrial output, sales volume and 
population. It provides a valuable 
source of reference on the market 
blanketed by Rural Magazines. Avail- 
able at $1 each. 


No. 855. We Know What Goes On 

Behind the Scenes. 

Issued by Ahrens Publishing Com- 
pany, this brochure presents in pic- 
torial manner the present conditions 
in the hotel and restaurant indus- 
tries. Illustrations and text show in 
detail the six reasons why hotel and 
restaurant sales are up. 


No. 856. Photoplay Builds Depart- 
ment Store Traffic for the Adver- 
tiser Through Its Monthly Fashion 
Service to Stores and Readers. 

For the benefit of Photoplay adver- 
tisers, all leading department stores 
in America receive each month this 
Photoplay fashion bulletin service. 
Included are reprints of advertise- 
ments of manufacturers who use 
Photoplay regularly, and whose ad- 
vertising Photoplay merchandises to 
department stores in this manner. 


No. 857. Increase Your Sales Through 
Electrical Contractors Operating 
Service Shops. 

This illustrated folder, issued by 
the Electrical Trade Publishing Com- 
pany, defines the Service Shop and 
its function, and includes informa- 
tion gathered in a survey of the elec- 
trical field by Electrical Contracting. 
It contains a detailed report from 
236 electrical contractors operating 
service shops on types of customers 
served, repair work done and mate- 


_rials purchased, and shows how this 


market is covered by Electrical Con- 
tracting. 


No. 830. Everyone in St. Louis Has 
Heard This One... . 

“This is Station KMOX, the Voice 
of St. Louis” giving the find- 
ings of telephone research operators 
who made more than 15,000 calls be- 
tween 7 a. m. and 10 p. m, daily, and 
9:30 a. m. to 10 p. m. on Sunday to 
provide a breakdown of St. Louis 
listening habits. 


No. 831. How the East Meets the 
West in Beauty Shop Sales. 

Issued by The American Hair- 
dresser, this folder tabulates net 
receipts of beauty shops as compared 
with population figures in 190 cities, 
and shows the concentration of the 
publication’s coverage in these profit- 
volume city markets. 


No. 836. San Pedro, California. 
Issued by the San Pedro News- 
Pilot, this brochure deals with va- 
rious aspects of the San Pedro mar- 
ket: population, buying power, num- 
ber of retail outlets, transportation, 
and coverage of the market by the 


Captures Two Awards 


Typographic Service Company, 
New York, has been awarded two 
certificates of merit at the 12th An- 
nual Commercial Printing of the 
Year Exhibition held in the galleries 
of the Architectural League, New 
York, under the auspices of The 
American Institute of Graphic Arts. 


Snowshoe Laboratories 

in Initial Campaign 
The first advertising campaign of 
Snowshoe’ Laboratories, Portland, 
Ore., makers of leather dressings, 
was launched in national magazines 
this month. Gerber & Crossley, Inc., 
Portland, is the agency in charge. 


Will Conduct ” 
Co-op Effort 


On Insurance 


Detroit, Mich., Nov. 27.—Most of 
the larger health and accident in- 
surance companies in the country, 
together with their local agents, 
thousands in number, will partici- 
pate in 1936 in a national advertis- 
ing campaign designed to acquaint 
the public with the benefits of such 
insurance. 

Preliminary details for the cam- 


paign were announced here this 
week by C. E. Rickerd Advertising 
Agency, which will handle the en- 
tire program. 

Although only a modest outlay is 
contemplated for the first year of 
this campaign, which is expected to 
develop into an annual affair, vir- 
tually all media will be used. These, 
however, will include primarily local 
outlets of publicity and advertising. 
Specified in the list are local news- 
paper copy, outdoor tie-ins, direct 
mail, local radio programs, insur- 
ance trade papers, and such helps 
as window displays, posters, book- 
lets and educational literature for 
policyholders and prospects. Run- 


ning parallel with this program will 
be a publicity campaign. 

The peak of the campaign will be 
reached between April 20 and 25, 
1936, which will be Accident and 
Health Insurance Week. 


Boston Club Elects 


Arthur M. Sherrill, New England 
manager of Liberty, has been elected 
a vice-president of the Advertising 
Club of Boston to succeed John C. 
Nicodemus, who has joined S. Kann 
Sons Company, Washington, D,. C. 
Herbert Stephens has been named a 
director to fill the vacancy on the 
board brought about by Mr. Sherrill’s 
change to vice-presidency. 


CHINATOWN 


eee 


scene as Chinatown 


The CALL-BULLETIN — as 


dominant in the San Francisco 


News-Pilot. 


SING LEE (newly arrived from Canton): Permit me to inquire, my most hon- 
erable friend, which daily newspaper is favored by the populace of this boun- 
tiful, cosmopolitan city? 


Represented Nationally by Paul Block and Associates 


BING LEE: By the sacred beards of all my ancestors, in San Francisco very 
nearly everybody reads and reveres the evening Call-Bulletin. Verily, ‘tis first 
and foremost in daily city circulation. 
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ADVERTISING AGE 


December 2, 1935 


COPY TESTING 
IS ESSENTIAL, 
BORTON AVERS 


La Salle Extension Ad Chief 
Reviews Long Experience 


Chicago, Nov. 27.—“If there is one 
thing that mail order advertisers, 
faced with the necessity of making 
every piece of advertising pay out 
have learned, it is that you neve 
know until you test,” Elon G. Borton, 
advertising manager of La Salle Ex- 
tension University, and president of 
the Chicago Advertising Managers 
Club, told ApverTisine AGE in an in- 
terview this week. 

“Test everything—copy, layout, 
media, illustrations—everything you 
can think of,’ Mr. Borton advised. 
“And don’t take the word of anyone 
for anything. Each case and each 
piece of copy seems to be different 

“For example, we have found, over 
25 years of national advertising expe- 
rience, that for us position in the 
front of the book is much better 
than back of the book position, and 
that right hand pages pull better cou- 
pon results than left hand pages. 
Yet another leading school, I am 
told, insists on back of the book posi. 
tion, because it has found that its 
copy pulls better in that position.” 


1,250,000 Inquiries 


LaSalle Extension currently uses 
about 100 magazines a month, and 
has handled well over a million and 
a quarter inquiries during its adver- 
tising history, the vast majority of 
them during recent years. All adver- 
tising is keyed and carries a coupon, 
and the complete records of every 
advertisement the university has 
ever run are available at all times. 

These records cover not only the 
usual items of number of inquiries 
and number of sales, and their cost, 


LAW COPY PULLS 


How Can I—a Business Man— 
_Really Learn Law at Home? 
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A law course advertisement which has 
pulled surprisingly well in “women's” 
papers. 


but are carried a step further to 
determine the quality of sales by 
keeping a record of all enrollments, 
showing whether or not the student 
finishes his course, and how he 
stands scholastically. 

One luxury the mail order adver- 
tiser cannot afford, Mr. Borton is 
convinced, is that of thinking of ad- 
vertising as an art or a profession. 

Advertising is selling. 

“Our ads would not win Bok 
awards; they carry 900 to 1,000 
words of copy on a page; they’re not 
beautiful—but they get results,” he 
said. “They are designed to do what 
the personal salesman must always 
do—get the reader’s attention and 
interest, then tell the sales story di- 
rectly and effectively, and then move 
to action. 


Good Ads Re-Run 


“We know that there are certain 
fundamental appeals, and that cer- 
tain pieces of copy seem to present 
these appeals in especially forceful 
form. So we have no hesitancy 
whatever about using a good adver- 
tisement over and over again. 


ROLL 


PRODUCT 


Ben Hur Coffee 

Cadillac-La Salle Motors 

California Prune & Apricot Growers 
Campbell’s Malt-O-Meal 
Chamberlain Hand Lotion 
Chevrolet Motors 

Colonial Dames Cosmetics 

Dew Drop Soap C 

Dill’s Best Tobacco 

oi Brothers Motors 


foo Soa 
Libb la 


Foods 
O’ Keefe & Merritt Refrigerator 
Oldsmobile Motor 


-Purina 
Richfield Gas & Motor Oil 
Shell Gas & Motor Oil 


franscontinental Western Air 
Triton Motor Oil 
estern Auto Supply 


JOHN BLAIR 


105 “National” 


Select K N xX Specifically 


To Do Their Selling Job 


KNX accounts are not "handed" to the station on a platter through 
"Chain" compulsion—every account represents 
an individual selection. 


"National" advertisers using KNX since January 1935 


and 70 others not listed here 
Represented by 


Advertisers 


CALL 


AGENCY 


Allied Advt. Agency—L. A. 
McJunkin Adv. Co.—Chic. 
Applegate Adv. Agency, Inc. 
Theo B. Creamer—L. A. 
MacManus—John & Adams—Det. 
irect 
Mitchell-Faust Adv.—Chic. 
Coolidge Adv. Co. 
Campbell-Ewald Co.—Mich. 
Glasser Adv. Agency—L. A. 
Erwin, Wasey & Co. 
McCann-Erickson, Inc.—N. Y. 
Ruthrauff & Ryan, Inc.—N. Y. 
Young & Rubicam—N. i 
McCann-Erickson—L. 
Westco Adv. ae F, 
ns & wy 
B. D. «+ Inc.—Minn. 
Charis H. | oN Co.—L. A, - 
The Blackman Co.—N. Y. 
k Walter Thompson Co.—Chic. 
yo & Ryan—N. Y. 
Iden & Associates—L. A. 
Bont Brisacher & Staff—L. A. 
D. P. Brothers & Co.—Mich. 
Blackett-Sample-H ummert—Chic. 


Stirling Getchell—N 
Wt dv. Co.—St. Louis 
C. Bernsten—L. A. 
J. Walter os. F, 
gan & Stebbins 
Young & Rubicam 


Dana Jones Conon ny 

r— bell-Ewald—L. A. 
& Thomas—L. A. 

Den B. Miner Company 


& COMPANY 


“In fact, some of our most con- 

sistent producers have been working 
for us for 16 or 17 years, with few 
changes, except to bring the typog- 
raphy and illustration up to date. 
Our little pieces of copy often run 
without any change whatever from 
one year to the next. 
' “And while we’re on this matter oh, 
type, let me say that we have found 
(and I again stress the necessity for 
each advertiser making his own in- 
vestigations) that tricky, new type 
faces are bad for us. We cannot 
afford to pioneer in the matter of 
typography, because the people we 
are trying to reach will read most 
easily the kinds of type to which 
they are accustomed. 


Emotional Copy Rings Bell 


“Neither can we afford to be ab- 
stract. We must get as close as 
possible in our copy to a man’s prob- 
lems, and then suggest the answer 
as quickly and simply and directly 
as we know how. We know that the 
most successful headlines we can 
write have ‘you’ or ‘success’ or 
‘money’ in them, and we know that 


‘Neglect of Home-Study Training 
Cost This Man $47,424! 


Hew much ave you paying to stay untrained? 


Typical tried and tested copy for La 
Salle Extension University. A page like 
this uses plenty of type to tell its story. 


we must direct part of our appeal to 
the desires and emotions, although 
one or two strictly reason-why ap- 
proaches have done well for us. 

“We know that within normal 
limits we can increase coupon re- 
turns by enlarging the coupon or 
stressing the offer of a free booklet 
in the head, but we know also that 
the relationship of coupon returns to 
sales varies with the stress placed 
on the coupon.” 

One interesting result of the close 
check which LaSalle keeps on cou- 
pon and sales returns is that it fre- 
quently discovers interesting facts 
about media which the media them- 
selves do not know, according to Mr. 
Borton. 

Media Pack Surprises 


“For example,” he said, “despite 
the fact that all of the ‘confession’ 
type magazines are supposed to have 
primarily a female reading audience, 
and that well over 95 per cent of our 
students are men, we have been able 
to get some surprisingly good results 
from advertising our law course in 
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This headline and theme is one which 


hits the prospect right, La Salle has 
"found. 


such publications, stressing the 
value of the training as an aid to 
business executives. 

“This is the more surprising when 
one realizes that our law course is 
not only the longest course we give, 
but also the most expensive. 

“We can tell from our result rec- 
ords when a magazine is losing out 
or gaining in its circulation or reader 
following, often before this change 
becomes generally apparent to the 
advertising field. We can quickly de- 
termine the effectiveness in a 
changed editorial policy of a medium 
and detect a new reaction of readers 
to the old policy.” 

The advertising of LaSalle Exten- 
sion University has been handled by 
the same agency—H. W. Kastor & 
Sons Advertising Company—for 25 
out of LaSalle’s 27 years of exist- 
ence. 


Buffalo Adclub Has 


Busy Social Season 


The Greater Buffalo Advertising 
Club will hold its annual Christmas 
party Dec. 17 in the ballroom of 
Hotel Statler. Hoover Sutton will 
be general chairman, with Harold 
Hamilton and John Bacon as vice- 
chairmen. On Dec. 20-21 the club 
will conduct its first annual Greater 
Buffalo open pair contract bridge 
tournament, also at the Statler. Pro- 
ceeds will go to the Buffalo Evening 
News 50 neediest families fund and 
the Courier-Express Christmas toy 
fund. 

More than 110 reservations have 
already been made for the president’s 
reception and ball scheduled for Sat- 
urday, Jan. 11. 


Appoints Norman Ott 


Norman Ott, former newspaper 
man, has been appointed advertising 
manager of Lincoln Telephone & 
Telegraph Company, Lincoln, Neb. 
He will supervise all advertising 
within the 132 exchanges served by 
the company and be in charge of pub- 
lication of “Lincoln Telephone 
News,” house organ. 


Gets WBN Y Permit 


Roy L. Albertson has obtained a 
permit for a new radio station, 
WBNY, to be built in Kenmore, N. 
Y., near Buffalo. 


—— 
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Distributors 
For G-E Meet 
At Nela Park 


Cleveland, O., Nov. 29.—Distrib. 
utors of G-E home appliances wil] 
get acquainted with the new 1936 
line at their annual sales convention 
at Nela Park, Dec. 9-11. 

After inspecting the latest G-E of. 
ferings in refrigerators, ranges, dish- 
washers, workshops, kitchen waste 
units, laundry equipment and clean. 
ers, G-E representatives will be told 
the company’s 1936 advertising and 
sales promotion plans. 

Between Dec. 16 and Jan. 16, dis- 
tributors will conduct previews in 
55 cities. Men from headquarters 
will be on hand to assist in the pre- 
sentations. 

Immediately following the annual 
sales convention of the distributors 
at Nela Park, a two-day meeting of 
central station merchandise man- 
agers and holding company execu- 
tives will be held. About 150 utility 
executives are expected to attend to 
discuss load-building. G-E’s new 
1936 line will also be shown. 


Nunn-Bush Shows 


Employment Plan Film 
“Fifty-two Pay Checks Each Year” 
is the title of a new two-reel sound 
picture telling the story of the Nunn- 
Bush Shoe Company’s plan under 
which 850 employes are being guar- 
anteed a yearly salary. 

Appearing in the film are H,. L. 
Nunn, president of the Milwaukee 
shoe firm, Matthew Fenske, vice- 
president, and Arthur Becker, busi- 
ness agent of the employes’ shop 
union. J. Manley Phelps, professor 
at Northwestern University, acts as 
commentator. 


Cincinnati Club Bids 


for Tourist Drive Fund 
The Advertisers’ Club of Cincin- 
nati has appointed a committee to 
petition Ohio’s governor in an effort 
to raise a fund for the purpose of 
advertising Ohio. Other Ohio adver- 
tising clubs will be invited to join 


the movement. 


MBAS 


..A convenient location. Large 
luxurious single rooms from $5... 
double rooms from 57...suites $10 


Direction of J. C. Thorne 
and J. J. Atkinson 


SAD OR 


PARK AVENUE AT 5ist STREET 


F 

bs NEW YORK CITY 

E Offers to visitors...a truly fine of 
hotel...A distinguished address 
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ADVERTISING AGE 
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Four New Radio 
Shows to Go on 
Air This Week 


New York, Nov. 27.—The General 
Baking Company will sponsor a new 
children’s drama series, “Adventures 
of Terry and Ted,” over the WABC- 
Columbia network on behalf of Bond 
pread Monday, Dec. 2. The program 
will be heard Monday to Friday from 
§ to 5:15 p. m. EST through stations 
in Cleveland, Columbus, Detroit, 
Hartford, New York, Philadelphia, 
Providence, Springfield, Wheeling 
and Worcester. Batten, Barton, Dur- 
stine & Osborn, Inc., is the agency. 

On the same day the Pompeian 
Company, Bloomfield, N. J., starts its 
Monday, Wednesday and Friday 
broadcasts from the Palm Room of 
the Hotel Ritz Carlton, New York, 
over 26 Columbia stations. Margaret 
Santry interviews with celebrities 
will be featured. Topping & Lloyd, 
Inc., New York, is the agency. 

On Tuesday, Dec. 3, D. A. Schulte, 
Inc., New York, will launch the 
“Schulte Smoker,” featuring Rube 
Goldberg and Vera Van over 16 Co- 
lumbia stations. Originating at 
WABC, the feature will be heard 
Tuesdays and Thursdays from 7:15 
to 7:30 p. m. EST. Frank Presbrey 
Company, New York, is the agency. 

Regional Advertisers, Inc., on be- 
half of gas cooking, inaugurates a 
new radio program Wednesday, Dec. 
4, entitled “The Mystery Chef,” over 
11 stations of the NBC-WEAF Red 
network. The program will be heard 
Wednesday and Friday, 10:30 to 
10:45 a. m., EST. McCann-Erickson, 
Inc., New York, is the agency. 


Rex Howell Heads 


Colorado Broadcasters 


Colorado radio executives completed 
organization of the Colorado Associa- 
tion of Broadcasters at a meeting 
held in Denver Nov. 18. Rex Howell, 
owner of station KFXJ, Grand Junc- 
tion, was elected president. Senator 
Curtis P. Richie, owner of Station 
KGHF, Pueblo, was named vice-pres- 
ident, and Frank Bishop, program 
director of KFEL-KVOD, Denver, 
secretary-treasurer. 

Elson H. Whitney, Denver attor- 
ney, was appointed managing di- 
rector. 


English Rep Dies 
James Selkirk Allan, retired adver- 
tising representative of Engineering, 
London, England, died of a heart at- 
tack in New York last week where 
he had represented the magazine 
from 1913 to 1933. 


YOU'RE IN GOOD 
COMPANY ON WHIO 


NBC RED: 

A&P General Foods 

Alka-Seltzer General Motors 
American Home Larus Tobacco 

Products Lucky Strike 
American Ludens 

Radiator Dr. Lyons 
Bayer Aspirin Marrow Co. 

i Maybelline 
Otege Mollé 
Brome-Seltzer Papesdent 
Cities Service Ralston-Purina 
Climalene Tezes Go. 
Colgate- Sherwin-Williams 

Palmolive-Peet Standard Brands 
Elgin Watch Swift & Co. 
Firestone Vick's 
Fitch Wheatena 
NBC BLUE: 

Alka-Seltzer R.C.A. 
Palmolive Super-Suds 


39 S$. LUDLOW, DAYTON, OHIO 


Presses Forgery Charge 


Forgery in the third degree is 
charged by the New York Herald 
Tribune in an action against Charles 
J. Romer, perfume merchant, New 
York, who is alleged to have pasted 
stories, carefully done in the paper’s 
style, around his own advertisement. 
The layout was photographed and is- 
sued as proof that the Romer stocks, 
said to be in liquidation by bankers, 
formerly sold for $22.50 an item, 
compared with the $1.75 “cash dis- 
posal” price. 


Names Brydone-Jack 


Ned Brydone-Jack, publishers’ rep- 
resentative with offices in Los An- 
geles and San Francisco, has been 
appointed Pacific Coast representa- 
tive of Sports Afield, Minneapolis. 


Swift Outdoor 
Space Buyer Is 
Taken by Death 


Chicago, Nov. 29.—William F., 
Schmeck, widely known to outdoor ad" 
vertising men throughout the United 
States, and only to a slightly lesser 
degree to newspaper men ,through 
his long service with Swift & Co., 
died in Chicago this week. He was 54. 

Mr. Schmeck entered the Swift or- 
ganization at the age of 16, and after 
a year in the soap department, joined 
the advertising division, where he 


specialized in outdoor promotion. 


During the many years Swift placed 
its outdoor advertising direct, Mr. 
Schmeck not only bought all of the 
“space,” but was charged with mer- 
chandising of the medium. 

He traveled all over the United 
States, contacting plant owners and 
Swift dealers to arrange for proper 
merchandising of the advertising, 
display of Swift products and other 
tie-ups designed to gain full value 
from the expenditure. He played a 
somewhat similar role in newspaper 
advertising for a time. 


Named for Furniture 


W. F. Whitney Company, Boston, 
maker of maple furniture, has ap- 
pointed Batten, Barton, Durstine & 
Osborn, Inc., New York. 


Blatz Brewing Adopts 
Continental Cans 


Blatz Brewing Company, Milwau- 
kee, has adopted the cap-sealed cans 
of Continental Can Company, and 
will start distribution of beer and 
ale in the new containers about Dec. 
15. The firm will continue te pro 
mote its bottled beer and ale. Klau- 
Van Pietersom-Dunlap Associates, 
Inc., Milwaukee, is the agency. 


Detroit Gets O. B. I. Show 


The Oil Burner Institute, New 
York, has selected April 14-18 as date 
for the 12th National Oil Burner 
Show, to be held at Convention Hall, 
Detroit, where the exhibitors will in- 
clude burner manufacturers, acces- 


sory manufacturers, oil companies 
and others in related fields. 
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DID YoU KNOW 
THAT ARCHITECTURE 
PRODUCED 2,057 
EADS FOR MANU- 
FACTURERS IN 
AvousTh ? 


ARCHITECTURE, The Professional Journal for Architects, 


Is Published by Charles Scribner’s Sons 


Salute to 
Lord & Thomas! 


. . . for the recent advertisement headed, 
“Whom does your advertising interest... 
besides yourself?” . . . which introduces a 
fine talk about “‘reason why” copy. Success- 
ful search for real reasons why is credited 
with the reason why of L. & T.’s com- 
mendable success with clients’ advertising. 


Lord & Thomas 
methods make tough 
competition for agen- 
cies less well equipped 
and should make some 
of them receptive to 
my suggestion of my 
own employment. I 
have been preaching 
and practicing “reason 
why” copy for about as 
long as L. & T.—in fact 
I have been accused of 
inventing it. 


coming from advertis- 
ing agencies who sus- 
pect that I might be 
useful in formulating 
sales promotion and ad- 
vertising plans — and 
particularly in finding 
reasons why and put- 
ting them into copy. 


My fees for such 
service are what the 
agency can well afford 
to pay. The service is 
confidential, or other- 


__Geetting Personal__ 


Youthful Ruth Marschalk, eldest child of Harry Marschalk, of 
Marschalk & Pratt, and a recent graduate of Skidmore, has inherited 
her father’s interest in merchandising. She’s learning the ropes as 
a section manager of Macy’s deb shop... 


Bill Perry III, a.m. of Calsodent Company, has taken up fencing 
in a serious way. . . Will Preyer, Vick exec. v.p., with six boys in tow, 
most of them his own, is back from Italy. He managed to leave the 
country just before the Ethiopian drive commenced... 


Howard Hopkins, one of Bristol-Myers’ two a.m.’s, confined to his 
home for some six weeks, is managing his office affairs by an effective 
system of remote control. . . 

Marion Otto, assistant to N. A. Schuele, Revere Copper & Brass 
a.m., has blushingly nodded assent to Otis H. Gray, chemical engineer. 
The wedding date has not been set... 


George Redvers Allen, Thompson-Koch art director, of Cincinnati, 
thought New Yorkers hospitable, even flattering, on a recent visit 
until a group of Greenwich Village urchins spoiled the impression. 
They identified him as John Barrymore as he left a Village night spot 
and trailed him and his party four blocks, demanding autographs, 
before George saw through the racket and paid off... . 


The elegant Rolls, license 2V2, which purrs around Westchester 
parkways proudly displaying a package of Lucky Strikes in the center 
of both rear quarter lights, is the personal equipage of George Wash- 
ington Hill... 

Ben Duffy, looking none the worse for the experience, is modestly 
reporting the mileage covered in the wee small hours with David 
Edward Duffy, age six weeks. Ben says everything connected with 
being a father is fun... 

Walter Neff, of WOR, recently became the kind of candid camera 
addict who has to have four or five pieces of shooting equipment. 
Just now his favorite camera is the Exakta... 


The feverish perusal of society columns for news of the wedding 
of Henry R. Luce, publisher of Time, and Mrs. Claire Booth Brokaw 
was ended Nov. 24. The ceremony took place the day before at Green- 
wich, Conn... 


Horace V. Myers, head of the company making the w.k. Myers 
Jamaica rum, has had conferred on him by H. M. the King of Sweden 
the distinction of Knight of the Royal Order of Vasa, the honor being 
given in recognition of his services as Consul for Sweden in Jamaica. . . 

Col. A. T. Falk, of the A.F.A., is rapidly convalescing at his Tudor 
City home, 45 Prospect Pl., from a major operation performed at Johns 
Hopkins. He expects to return to the office in a few days, two or 
three weeks ahead of time. . . 


F. J. Ross, of Fuller & Smith & Ross, has taken over the chair- 
manship of the advertising section of the business groups cooperating 
in the 29th Annual Christmas Seal Campaign of the New York Tuber- 
culosis and Health Association. Checks may be mailed direct to him... 


Drawing on her own experiences, Paula Gould, publicity director, 
has completed a novel, “Constance Carey: Publicity,” which will be 
published Feb. 1 by A. L. Glaser & Co. 


Don Lehman, of Ayer’s Philadelphia office and a brother of Al 
Lehman, assistant managing director of the A.N.A., was recently 
married in Albany to Elinore Rogers Kehoe... 


Dave Elman, new radio director of Brooke, Smith & French, was 
known, at the age of 11 years, as the youngest character actor on 
the American stage. He entered radio as one of the first sustaining 
artists. .. 


The bells of St. James tolled merrily Nov. 23 for Winifred Brown 
and Ben Trested Givaudan, Jr., of Terrill Belknap Marsh Associates. 
The reception was held at the Carlyle. . . 


Scores of Boston advertising men turned out for the stag dinner 
celebrating end of bachelorhood for Bill Nugent, Jr., sales promotion 
manager at the Boston store of Sears, Roebuck & Co. Young Nugent 
was married a couple of days later to Charlotte Mitchell, of Natick, 
Mass. Bill Nugent, Sr., v.p. of Media Records, Inc., flew from Nash- 
ville to attend the dinner and his son’s subsequent marriage. George 
J. Chambers, of Chambers & Wiswell agency, acted as toastmaster.. . 

Ernie Roscher, of the Chicago staff of the St. Louis Post-Dispatch, 
is as nervous as a bride over the annual stag of Chicago Post, No. 170, 
American Legion, of which he is chairman. His associates in this 
enterprise are Dolph Ensrud, of JWT, and Hal Wright, International 
Harvester Company. The date is Dec. 6... 


Al Salisbury, of Reincke-Ellis-Younggreen & Finn, Chicago agency, 
was guest of Frank Thompson, president of Glenmore Distilleries, at 
the Army-Navy football game in New York Saturday... 

Paul Mandabach, of Root-Mandabach Advertising Agency, Chicago, 
is the champion conventioneer of the advertising field, attending 100 
or so each year to see what is going on in various industries. His 
activities have earned him the sobriquet of “Flying Dutchman”. . . 


Harold Riley and R. G. Seaman, of Springfield Newspapers, Inc., 
out-Bowed Major Bowes by presenting the “Higgins Horsecollar Hour” 
before the Advertising Club of Springfield. The travesty on the famous 
amateur hour caused members to get stitches in their sides. . . 


Don Lourie, former advertising manager, and now assistant sales 
manager of Quaker Oats Company, has been officiating at a number 
of important Midwestern football games this fall. He was a famous 
quarterback at Princeton a decade ago... 


J. W. Linahan, of the Chicago staff of the New York News, had 
an extra reason for feeling that way on Thanksgiving, taking a wife 
in the person of Marian Bermingham. The couple left for New Orleans 
immediately after the ceremony. Mr. Linahan had previously been the 
protesting guest at a “shower” tendered by Chicago reps, at which 
the presents were unique, if not appropriate. . . 


An increasing num- 


wise, just as the agency 
ber of inquiries are 


chooses. 


The booklet, “WHAT’S WRONG WITH ADVERTISING?” 
ves a fair idea of what I do and how. It and some other 
material will be sent on receipt of 6 cents stamps. 


Charles Austin Bates 


18 East 48th Street New York 


Romaine to Raymer 
Pierce L. Romaine, for the past 
three years with Station WMCA and 
before that with George Batten Com- 
pany, has joined Paul H. Raymer 
Company, radio station representa- 
tive, New York. 


Jennings Named Manager 


W. Carey Jennings, formerly sales 
manager of stations KEX and KGW, 
Portland, Ore., has been appointed 
manager to succeed Larry Allen, who 
has been transferred to the sales de- 
partment of NBC in San Francisco. 


Sommer Now Gans Agency 
Frederick N. Sommer Advertising 
Agency, 810 Broad St., Newark, N. J., 
has been changed to Gans Advertis- 
ing Agency. William M. Sommer 
and Richard James have resigne 
from the firm. : 


Mennen Names Maxon 


Maxon, Inc., New York, has been 
appointed for all foreign advertising 
of The Mennen Company, Newark, 
N. J. A campaign using newspapers 
ow — papers will be released 

ec. 


New Market 
Book Issued 
By Four A’s 


New York, Nov. 29.—The American 
Association of Advertising Agencies 
has released Section C of “Market 
and Newspaper Statistics,” Volume 
IV, dealing with the 50 cities in the 
United States and Canada for which 
ABC Audit Reports were issued for 
periods ending March 31. 

The section contains figures on 
population, number of families, in. 
come tax returns, audited newspaper 
circulations, and other information 
on markets and newspapers. 

Thirty-one cities having audit re. 
ports for periods ended Sept. 30, 
1934, were included in Section A, 
issued June 5. Twenty-three cities, 
with audit reports for periods ended 
Dec. 31, 1934, were included in Sec- 
tion B, issued June 27. Section D 
will be published as soon as possible 
after release of audit reports. 

“Market and Newspaper Statistics” 


is part of a program for advance« 


ment of newspaper advertising being 
conducted by the A. A. A. A, commit- 
tee on newspapers, of which J. J. 
Hartigan of Campbell-Ewald Com- 


pany, Detroit, is chairman, and Les- 


ter M. Malitz, of Ruthrauff & Ryan, 
New York, is vice-chairman. 

Copies of Section C are available 
to other than A. A. A. A. members 
at $5 each, approximate production 
cost. Sections A and B may be had 
at $2.50 each, 


Ex-Convict’s Ad Pulls 


Fourteen legitimate offers of good 
positions in business enterprises 
were made to the ex-convict who 
“told the truth” in a classified adver- 
tisement in the Chicago Tribune, The 
advertisement was described in Ab 
VERTISING AGE of Nov. 25. 


WANT GooD 
PHOToS TATS, 


COPY SERVICE CO. 


HY labor over repetitive 
designs? Draw one unit, 
photostat the rest! 


e SIX BRANCHES -e« 
NEW YORK 


415 Lexington ...... 444 Madison 
“VAnderbiit 3-3680 


a 
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Carroll Swan 
Memorial Given 
To University 


Boston, Mass., Nov. 27.—The Car- 
roll J. Swan Memorial Lectures in 
Advertising have been established at 
the Harvard Graduate school of 
Business Administration, in tribute to 
the late Boston publishers’ represen- 
tative, president of the Advertising 
Club of Boston in 1912-14 and 
1931-33. 

The lecture series was made pos- 
sible by a gift from the Advertising 
Club of Boston and certain of its 
members. It is apart from and in 
addition to the part that members 
of the club have taken in the fund 
for under-privileged children organ- 
ized in Colonel Swan’s name. 

The committee which acted for the 
club in arranging the lecture memo- 
rial included T. Frank Joyce, vice- 
president of Eastern Advertising 
Company, chairman; Louis Glaser, 
president, Louis Glaser, Inc., and 
Ralph M. Eastman, vice-president of 
the State Street Trust Company. 

Allyn B. McIntire, vice-president of 
Pepperell Mfg. Company, and presi- 
dent of the club, announced estab- 
lishment of the series at the club’s 
luncheon yesterday. Neil H. Borden, 
professor of advertising, responded 
for the Harvard Business School. 

From one to three special lectures 
in the field of advertising will be 
given each year at the school, under 
provisions of the memorial. Colonel 
Swan, who died March 1, was grad- 
uated from Harvard in 1901. He rep- 
resented several publications in the 
New England territory. In 1932, he 
purchased the famous Old Farmers 
Almanac. Col. Swan served overseas 
in the World War. 


Wine Is Food, FAA Told 


Representatives of California wine 
interests, headed by Harry Caddow, 
secretary-manager of the Wine In- 
stitute, have registered a protest 
with the Federal Alcohol Adminis- 
tration, Washington, D. C., against 
the classification of wine with liquor 
interests in general. They asked that 
wine be classified with food and as a 
purely agricultural product. 


Bullard to American Can 


Harrison W. Bullard, for the past 
three years with National Broadcast- 
ing Company, the past year as adver- 
tising production manager, has re- 
signed to join the advertising and 
publicity department of American 
Can Company, New York. 


‘ CLEVELAND--OHIO 


x ee eK K OK 


WE didn’t say it! 


Cleveland Ad Club 

said it! 

“In analyzing our con- 
test results WJAY has 
complete Cleveland cov- 
erage —a very complete 
coverage of the entire 
state of Ohio—especially 
in the rural sections. A 
goodly portion outside 
the state and pulling 
power even in Canada.” 


THANKS C. A. C. 
YOU said it! 


if 


EDYTHE F. MELROSE 
General Manager 


Johnson’s Wax Launches 
Song Writer’s Contest 


An amateur song writer’s contest 
has been inaugurated by S. C. John- 
son & Son, Inc., Racine, Wis., maker 
ot paste and liquid wax, on its Fib- 
ber McGee and Molly program, heard 
each Monday on a 45-station NBC 
network. A cash prize of $100 will 
be given to the winning writer. 
Rico Marchelli, whose orchestra is 
heard on the Johnson program, will 
direct the talent search. The Irving 
Berlin publishing house will publish 
the winning song and give to its 
writer the regular song writer’s 
royalties. Needham, Louis & Brorby, 
Inc., Chicago, handles Johnson’s do- 
mestic advertising. 


Murine on the Air 


The Murine Company, Chicago, 
maker of Murine eye wash, went on 
the air Nov. 28 in a series of musical 
programs heard each Thursday at 
9:30 p. m. over the Mutual Broad- 
casting System. Neisser-Meyerhoff, 
Inc., Chicago, is the agency. 


Injunction Is 


Issued in N.Y. 
Broadcast Suit 


New York, Nov. 26.—Judge John 
C. Knox of the U. S. district court 
here last Saturday issued temporary 
injunctions restraining Freeman Con- 
cert Management from interfering 
with the National Broadcasting Com- 
pany and Cecil, Warwick & Cecil in 
their relations with the Sherwin- 
Williams Company. 

The injunctions were the first ac- 
tion in a court fight instituted by 
NBC and the agency after Freeman 
had published an advertisement in 
Variety which allegedly caused Sher- 
win-Williams to cancel a _ project 
series of broadcasts which had al- 
ready been prepared by Cecil, War- 
wick & Cecil, and which had been 
booked on an NBC hook-up. 


The Freeman advertisement in 
Variety claimed that the basic idea 
for the program had originated in its 
organization, and warned that any 
infringement of its rights would be 
prosecuted. 


LaRose Named President 


Royal LaRose was elected president 
of the Appleton, Wis., Advertising 
Club Nov. 14, succeeding Ross Wil- 
liams, who was named secretary- 
treasurer. Wilmer Schlafer was 
elected vice-president. 


Firestone Company Sells 
Footwear Subsidiary 


Firestone Tire & Rubber Company, 
Akron, O., has sold its rubber foot- 
wear subsidiary, Firestone Footwear 
Company, Hudson, Mass., to United 
States Rubber Products, Inc., and is 
“getting out of the feotwear busi- 
ness,” Harvey S. Firestone, chairman, 
has announced. 

The consideration is said to have 
been slightly under $3,000,000. The 


company was originally the Apsley 
Company, and later the Firestone- 
Apsley Company. It was transferred 
from Akron to Hudson, Mass., about 
15 years ago. 


Builder Names B. D. 


Bachenheimer Dundes, Inc., New 
York, has been appointed by the 
Campagna Construction Company, 
builder of the new Rialto Bldg. on 
Times Square. Valentine M. Spotto 
is the account executive. 


Fleming Joins Kircher 

William Fleming, former General 
Motors sales promotion executive, 
and one time advertising manager of 
Fairbanks, Morse & Co., has joined 
the sales and merchandising staff of 
the Albert Kircher Company, Chicago, 


Sweet-Orr Appoints 
Sweet-Orr & Co., Inc., New York, 
work clothes, pants and shirts, has 
appointed Frank Presbrey Company, 
New York, effective Jan. 1. Jordan 
L. Mott is account executive. 


RUEGERS 
| ‘ 


Telephone, IRonsides 6-8900 


W/ 


THE EINSON-FREEMAN PATENT 


“JUMBLE TRAY’ 
FLOOR STAND 


The newest development in floor display is a novel 
combination of a “jumble” tray with a circular floor 
stand, developed by Einson-Freeman, covered by exclu- 
sive patents, and already proved probably the fastest 
selling “island table” type of open display. 


X a, any hay I vad with packages in regular 


piles or tiers, because the “bargain” effect of 
jumbled packages is an irresistible lure to cus- 
tomers to help themselves. 


taht 


You can lift it with tWo fingers—yet it will hold 
almost as aa cans as a strong clerk can lift! 


o Bis cele: wal 


7 

because cans "slide to center, always maintaining 
the jumbled effect and their weight makes stand 
ry down to the last can. 


ig fe yg up by two handles when you want to 


shift it or clean the floor. 


The bottom portion permits a facsimile reproduc- 


tion of any can in pest size or of two 
labels on front and back. 


* Sls up quichly 
be at, sets up in two motions and so light and 


ifferent 


compact that a salesman can easily carry 20 to a 


carton. 


“Komarkably ineapendve/ 


Write, wire or ‘phone for details . . . 


EINSON-FREEMAN CO. INC., 


LITHOGRAPHERS : Long Island City, N. Y. 


FREE to executives— America’s first Cruickshank calendar’, reproducing 6 famous prints. 


- : 
i” i 
— — — EE GE | | 
' 
- ae _ a ee es 
| | | eee 
ee ________________ TTT Pe ee ee 
es 
istics” eee 
vance i ares 
being ae 
om mit- ae 
apes 
Cali nai 
d Les- (ane 
Ryan, clears 
Yay ar 3 
ailable tio kg 5 
‘mbers . eee 
Gare 
uction 
ye had 
lls 
f good “a 
‘prises as 
a Boe Cn 
t who ae: 
adver- en Pere 
e, The ; 
in AD SS | oul 
, pa a 
§ a : pase 
_- ‘ieee till os : 
a é ' a ise c: 
1 =e! < | s- Ne ee 
a. Ex: ‘ EN 5 ; ; ¢ sh i pia 
ae. \e +o ee: neg 
bs “ae rd t hia | ” SS Age ates 
Pe miele me. BPs Pcs 
ioe ae } = ee 
¥ & wae Rei 7 
wg rama ote 
he <& 1 Rg ae eee Rees Pa anes be fe 
ie See ta id pee ig ee Se Gi ; 
‘ Poy ; VOR eee we ee We phen cme S ae 
“Sy a 6 eee rs 
eet oe Sn =— es 
en eo ee 
om Seg ; 
“ : ae s : 
| 7 » 4 Cam | 
Se ee eee eo 
°) nie lt mat Bs A wns BP ee 
a eee res io eee 
’ Beg Ee 
Bey 
| p BL . 
. ee 
ee 3 
_ po | - 
ee ee ge ae ee em. Coen et) Re TS Tae ee oe ee EC eR Se Lae eer ee 
C Shei eh sec te Be So a eae ee UO eC hte ya bi aD ee eee rien yr he eerie: tS OW A SER PR oN Win ee ied ye emus oe belie  cueemer Me ye ie ene eras iy Ee Weegee 
< 2 2g dts erate eae aR wees eo ier pe Sees ees Mee ER eas sc NTS, See Rg TT 3 Ne em Ae SA A gk aR <a eae Seer ort eae ts 
7 Ros iets os ee Reamer OE Se See Aiea) a Oe amma Le ee Re nee eee GEL AS SS ee Ce 
as ea Mare oe Fae ONE Oh aL a 5 ie ea Hie Se ee Brag Rr 1 ee te ib E ; Rae Be his ea ise wae Sei eager 55 te NA aa ea ue oe 0 MeN iim re  avemren. oth eg sage ie Sea Wace ey vere Oe 
Bune eee ieee, a ee eee aa een aaae ec BA So a Cae > Pen Dy ae 8 amen eR eke Se aie ee es PRU RANE p Me RN ey! RETEST, ROR NOSE a ea A MRR ROR ese SD PNT. Sk Oe ry TOR Me a Mere eee ora a a ee nar Rae Py AS) Mae a i Al Beas = ate Ea ls 


ADVERTISING AGE 


December 2, 1935 


Two Are Promoted by 
St. Louis Globe-Democrat 


Ralph E. Neusitz, for the past 12 
years director of research of St. 
Louis Globe-Democrat, has been ap- 
pointed circulation manager of the 
paper to succeed Ralph J. Seeman, 
who has resigned. 

He will be succeeded as research 
director by Russell Holbrook, his 
assistant for the past six years. 


G. W. Gibbs Resigns 


George W. Gibbs has resigned as 
manager of the Philadelphia office 
of Lorenzen & Thompson, publishers’ 
representatives. Joseph B. Gruver, 
who has been Mr. Gibbs’ assistant, 
will be in charge temporarily. 


Radio Series for 


Texas Centennial 


The State Department of Publicity 
for Texas Centennial Celebrations 
has instituted a 13-week series of 
half-hour broadcasts over the Texas 
Quality Network under the supervi- 
sion of Merle Tucker, radio director. 

Programs will originate with each 
of the four member stations in rota- 
tion, Houston, Fort Worth, San An- 
tonio and Dallas. 


Peterson Joins WOW 


Howard O. Peterson has resigned 
as advertising manager ef Sears, Roe- 
buck & Co., Omaha, Neb., to become 
production manager of radio station 
WOW, Omaha. 


MOLINE—ROCK ISLAND, ILLINOIS 
Where Check Debits Continue to Soar 


They’ re re 
” ‘THis MARKET! 


itis and industrial buying surges higher and higher in 
the Moline-Rock Island trade territory. Factory employment 
here is approaching a new record. Relief rolls are a thing of 


the past. Men are working. 
merchandise. 


Wages are rapidly turned into 
Advertisers in the Moline Dispatch and the 


Rock Island Argus cover 9 out of every 10 homes in this boom- 
ing market. NO DUPLICATION! 


Illinois’ 4th Largest Market 


Like Siamese Twins, Moline and 
Rock Island, Illinois, lie side by side. 
Commercially and socially, dividing 
lines are non-existent. A rich trade 
area of 150,000 population spreads out 
fan-like for 40 miles northeast of Mo- 


ine and southwest of Rock Island. 
n politics and in circulation, The 

Rock Island (Ill.) Argus and The 

Moline (Ill.) Dispatch each covers its 

own field. Combined daily net paid 

oe of these two papers total 
133. 


The 
Mottne DISPATCH 
The 
Rock IsLanp ARGUS 


National Rep. THE ALLEN-KLAPP-FRAZIER CO., Chicago, St. Louis, Detroit, New York 


— 


Added 


TO OUR STAFF OF ILLUSTRATORS 


IRA J. HOFFMAN 


WELL KNOWN TO DISCRIMINATING 
BUYERS OF PHOTOGRAPHY 


SAMPLES OF MR. HOFFMAN'S 
REMARKABLE PHOTOGRAPHS WILL 
BE SHOWN UPON REQUEST 


KAUFMANN & FABRY CO. 


PHOTOGRAPHIC ILLUSTRATORS 
425 SOUTH WABASH AVENUE, CHICAGO 
TELEPHONE HARRISON 3135 


MARSHALL FIELD 
BANISHES LINES 
MADE BY OTHERS 


(Continued from Page 1, Col. 5) 
of national advertising as such, this 
brand is well up in volume in the 
sheet field, it is said. Alexander 
gloves and Soft Spun toweling are 
also widely known. 

Marshall Field & Co. do an annual 
volume of about $150,000,000, al- 
though the exact division of this sum 
is not known. Part of it comes from 
real estate operations, part from re- 
tail stores, and part from manufac- 
turing and wholesaling. 

The company will establish a cen- 
tral bureau of style and design in 
New York about Dec, 1, Mr. McKin- 
sey’s announcement said. He added 
that products manufactured and im- 
ported by Field’s have comprised 70 
per cent of the company’s total sales. 

“Therefore, the management feels,” 
he continued, “that the company can 
be of more service in the merchan- 
dising field by concentrating on the 
production and sale of products 
whose quality, design and style it 
controls fully.” 

Marshall Field & Co. have a work- 
ing capital of $38,000,000, according 
to the last published balance sheet. 

Sales and merchandising activities 
of the manufacturing division will be 
divided into five major groups, with 
a separate sales organization for 
each. This means that there will be 
five separate companies within one, 
but their activities will be coordi- 
nated under supervision of Grant S. 
Mears, general sales manager. Gen- 
eral management of the new division 
will be in the hands of Hughston M. 
McBain, with J. P. Margeson as 
assistant general manager and mer- 
chandise manager. 

Jobbing lines being liquidated in- 
clude notions and toiletries, leather 
goods, silk dresses, toys, neckwear, 
men’s furnishings, jewelry, yarns, 
housewares and furniture. 


Schmidt Lithograph Made 
“Santa Catalina” Poster 


Through error, the committee in 
charge of the sixth annual exhibit 
of outdoor advertising art gave credit 
to the wrong lithographer for the 
production of the “Santa Catalina 
Island” poster for the Catalina Com- 
pany, according to Schmidt Litho- 
graph Company, San Francisco, which 
says it produced the poster. 


P. & P. Make Changes 


Eugene J. Cogan, for the past eight 
years space buyer for Paris & Peart, 
New York, has been appointed an 
account executive. Frank H. Pa- 
mentel, who has assisted Mr. Cogan 
in the media department for the past 
two years, has been appointed space 
buyer to succeed Mr. Cogan. John S. 
Allen, formerly of Kenyon & Eck- 
hardt, has joined the agency as as- 
sistant to Mr. Pamentel. 


Magazines Join Chain 


in Sponsoring Show 
Delineator, Esquire and Stage are 
cooperating with the National Broad- 
casting Company in sponsoring a 
fashion show over the WEAF net- 
work Dec. 7 from 4.30 to 5, EST. 
This is the first time the chain 
has asked magazines to cooperate in 
one of these programs. 


Station WEMP Opened 


WEMP, new radio station located 
in the Empire Bldg., Milwaukee, was 
formally dedicated Nov. 24, with 


John C. Maevius, manager of the sta- 


tion, as master of ceremonies. The 
station is operated by Milwaukee 
Broadcasting Company. 


Staged in 34 Cities 

P. Lorillard Company, maker of 
Old Gold cigarettes, opened its 
“Double Money Back” campaign in 
Buffalo the week of Oct. 7, instead of 
Oct. 14, as stated in ADVERTISING AGE 
of Nov. 25, Lennen & Mitchell, Inc., 
agency in charge, reports. The cam- 
paign has been running, during the 
past seven weeks, in 33 cities, ex- 
cluding its debut in New York last 
week, and not in 16 cities, as reported 
in ADVERTISING AGF. 


en, 


The rates for this department are as follows 
anted” and “Situations Wanted,” 


“Help W 
charge $1. 
ll ther Geacthestions (sin se ipeertion rates): 
per in., we per in., $4.50; 
per in., ‘06; is to 1] in., per in., $3. is. 


Seelnier 


30 cents a line, minimum 


% inch, $2.78; 1 to 3 in. 
o 9 in., per in., $4.25; 10't 2 in., 
Write for discounts  &, term 


POSITIONS WANTED 


ADVERTISING PRODUCTION. For 
agency or large commercial adver- 
tiser. Have had twelve years general 
printing and six years large commer- 
cial art studio experience, located in 
middle west. Now employed but inter- 
ested in definite future and steady in- 
come. 37 years oF age, gentile, mar- 
ried, two young boys to provide for. 
Box’ 663, ADVERTISING AGE, Chgo. 


BUSINESS OPPORTUNITIES 


—A NEW SERVICE— 
National Advertisers can now reach 
buyers through another woman's 
word by placing space in a woman's 
shopping column syndicated to 12 
leading newspapers in Eastern Sea- 
board Area. An intimate chatty way 
to present foods, cosmetics, wearing 
apparel, etc., to circulation of one 
million readers. Write Jean Gordon, 
Times Bldg., Rochester, N. Y. 


APPRAISE—BU Y—SELL 
We buy, sell, appraise pebiimiag prop- 
erties and advise with publishers re- 
garding their A > ey a 


heunes’ 6-6540. 


HELP WANTED 


LEADING business publication re. 
quires services of experienced sub- 
scription salesmen with successful 
record on trade papers; Boston, Cin- 
cinnati, Detroit and St uis now 
open; attractive proposition to real 
worker; reply stating exper. and ref. 
Box 654, ADVERTISING AGE, N. Y. C. 


HOUSE ORGANS 


ADVERTISING AGENTS: YOUR AC. 
COUNTS can use our high class House 
Organ Service through you. Agency 
commission and protection guaran- 
teed. Describe type of accounts in 
writing for our plan. TRENDS, 230 
Park Avenue, New York. 


MISCELLANEOUS 


REDUCE OVERHEAD!!! 
Improved process repreduces sales 
letters, bulletins, illustrated advertis- 
ing literature, testimonials, etc., with- 
out typesetting or cuts. 

Rapid, Aecurate and Economical 
600 COPIES—$2.50 
Additional Hundreds—20c 
Samples on Request 
LAUREL PROCESS, 480 Canal St., N. Y. 


OFFICE EQUIPMENT 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Typewriters, Addressographs, 
Duplicators, Folders, 
Dictaphones, and Supplies 


PRUITT, INC., 528 Pruitt Bldg., CHICAGO 


NEW! Actual photographs of your 
products on post cards! reate inter- 
est and stimulate business with low- 
cost PHOTO POST CARDS. Send for 
~~ and petees today. GRAPHIC 

ART HOTO ERVICE, Third & 
Market Ste, Hamilton, Ohio. 


“SUCCESSFUL SELLING BY MAIL” 
teaches fundamentals of mail order 
selling. Write for FREE book. No 
Veneasee. 
ROSPERITY INSTITUTE 
694 E. 219th St., New York City 


This is a !/9 page ad in 


Practicat BUILDER 


Equal to 14 page standard magazine 
Costs $45 on 12 time contract 


Set Amvenncoman on Page 2! 


PRACTICAL BUILDER 


Home Building Will 
Set New Records 


First Issue—January 1936 


Industrial Publications, Inc. 
59 E. Van Buren St. Chicago 
Also publishers of 
BUILDING SUPPLY NEWS 


Chicago Journal of Commerce 
news written tonight guides 
Central Western business to- 


morrow ..- 
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FIC SUMS UP 
FINDINGS OF 
CHAIN STUDY 


(Continued from Page 1, Col. 3) 


avoiding credit and delivery service, 
and from the ability of chains to 
realize the benefits of large-scale ad- 
yertising are all plainly beyond the 
present scope of statutory law,” the 
Commission declares. 


Would Mean New Set-Up 


The Commission has made no 
recommendations “in order to elim- 
inate such advantages,” the report 
continued. “Such a program would 
involve radical interference with the 
rights of private ownership and ini- 
tiative, virtual abandonment of the 
competitive principle, and destruc- 
tion of the public advantage repre- 
sented by lower prices and lower 
cost of living.” 

As to the competitive advantages 
of the chains as outlined legally 
under section 2 of the Clayton Act, 
“the commission obtained no evi- 
dence that the discrimination dis- 
closed was not of that character.” 

The only criticism of this essen- 
tial nature which the commission 
made, is along the same lines as 
those expressed by the Patman spe- 
cial committee in Congress, which 
concern “discrimination in prices and 
terms by manufacturers against in- 
dependents and in favor of chains, a 
practice accounting for a most sub- 
stantial part of the chains’ ability to 
undersell independents and coming 
within the general principle of an 
existing statutory provision, i. e., 
section 2 of the Clayton Act.” 

This type of practice, the FTC 
calls “unfair and unjust discrimina- 
tion,” with the intimation that it be- 
comes a judicial question rather than 
a legislative one. “This would also 
facilitate a constitutional test of the 
question whether discrimination may 
be prohibited which is in good faith 
to meet competition,’ the FTC sig- 
nificantly says, adding, “At the same 
time it was suggested that even dis- 
criminations justifiable on account 
of quality or cost of selling might, 
nevertheless, in the long run lead to 
monopoly.” 


Allowances Carefully Studied 


In studies of selling prices, the 
extensive investigations of chain 
stores have led to the conclusion 
that “chain-store prices on com- 


parable standard brand items of gro- | 


cery and drug merchandise were on 
the average substantially below 
those of independent retailers.” 
Special discounts and allowances, 
which chain stores obtain, are im- 
portant factors in pricing, the FTC 
reports. “More manufacturers make 
allowances to chains than to whole- 
salers,” the report declares. ‘“Sec- 
ondly, although the number of whole- 


sale customer accounts involved in 


the commission’s study of discounts 
and allowances was far greater than 
the number of chain accounts, the 
proportion of chain accounts carry- 
ing allowances was far greater than 
the proportion of wholesale accounts. 

“Thirdly, in all three of these lines 


* The Elks Rosters 
of 
500,000 


business and profes- 
sional men can be 


reached by the 


ELKS MAGAZINE 
500,000 A. B. C. 
icf 
National Media Inc. 


Advertising Representatives 


of business, the percentage rates of 
allowances were very much higher 
on sales to chains than on those to 
wholesalers, whether the base to 
which the allowances were applied 
was the total sales of all manufac- 
turers reporting or only the sales of 
the manufacturers making allow- 
ances. In 1930, for example, the 
rate of special allowances on total 
sales of all reporting manufacturers 
to tobacco chains was 3.57 per cent, 
as compared with 0.71 per cent to 
wholesalers. In the grocery trade it 
was 2.02 per cent for chains, as com- 
pared with 0.91 per cent for whole- 
salers; and in drugs, 5.19 per cent 
compared with 1.11.” 
Private Brands Mentioned 


The commission found that “ad- 
vantages” obtained from manufac- 
turers were greater in the grocery 
field than in the drug field. The FTC 
also observed, from a study of four 
cities, that chain stores were more 
likely to give short weight than inde- 
pendents. 

Private brand goods was listed as 
another source of profit for the 
chains. “The advantage of these pri- 
vate-brand items, from the point of 
view of the chain store,” the FTC 
observes, “lies in the fact that most 
of the chains handling this type of 
merchandise are apparently able to 
mark it up by a percentage over cost 


as high, or higher, than competing 
standard-brand merchandise, but tend 
to sell it either as low in price, or 
lower, than the competing standard- 
brand items.” 

As to quality of the private brands 
over the standard-brand merchan- 
dise, the FTC says that “there is 
probably little to choose on the aver- 
age between the quality of chain- 
store private brands and manufactur- 
ers’ brands.” However, this conclu- 
sion was based on but one detailed 
study of canned vegetables and 
fruits, the report says. 

“In the combined figures for 
canned fruits and vegetables in this 
study, however, the chains averaged 
substantially lower than the national 
advertising manufacturers in the pro- 
portions of both ‘fancy’ and ‘choice’ 
(for extra standard) grades. In 
canned vegetables the national ad- 
vertisers averaged a somewhat bet- 
ter quality than the chains, but on 
canned fruits the reverse was true.” 

Designated as “another advan- 
tage,” by the FTC is the “ability of 
the chains in many lines to advertise 
extensively and to much better ad- 
vantage than their independent com- 
petitors.” This was particularly the 
case “in such lines of business as 
groceries, grocery and meat, and 
drugs, but was not so true of the de- 
partment store business.” 


FCC Waits for 
Reactions to 


Its Radio Plan 


Washington, D. C., Nov. 29.—Rad- 
ical changes proposed for the na- 
tion’s radio set-up, embracing com- 
plete realignment of the broadcast 
bond, will be deferred until officials 
of all commercial stations have ex- 
pressed their views of the new plan. 

This was the assurance of Ann- 
ing S. Prall, chairman of the Fed- 
eral Communications Commission, to 
station operators throughout the 
country who have flooded the com- 
mission with inquiries concerning 
the proposed reallocation. 

Alternate plans are being weighed. 
One would reduce the number of 
clear channels from 40 to 25 and 
boost the power of stations on the 
clear channels to 50,000 watts mini- 
mum. Under this plan eventually 
the power would be raised to 500-, 
000 watts. The other plan would 
permit a set-up of stations operat- 
ing on regional channel waves from 
1,000 watts to 5,000 watts day and 
night. 

George Henry Payne, of the com- 
mission, this week advanced a pro- 
posal for state broadcasting com- 


missions. Mr. Payne, known for 
his interest in cultural and educa- 
tional programs, has suggested that 
radio stations provide a definite 
amount of desirable time daily for 
such programs, perhaps an hour in 
the daytime and an hour at night. 

He has also suggested that pro- 
grams broadcast at these periods be 
handled entirely under the supervi- 
sion of state commissions appointed 
by governors, thus relieving stations 
of responsibility and making possible 
presentations adapted to cultural 
and educational needs of each state. 


Film Company Makes Two 


Chicago Film Laboratory, Inc., 
Chicago, has completed production of 
a two reel sound film, “What Every 
Woman Should Know About Beauty 
and Health,” for Omar Baking Com- 
pany, Omaha, Neb. “Horse Power 
in Action,” a sound film for the 
Horse and Mule Association of 
America, whose headquarters are in 
Chicago, will be ready for release 
shortly. John J. Kielty has been 
added to the laboratory’s writing 
staff. 


Herald Agency Formed 

L. P. Fisher, H. F. Fink and Ralph 
J. Bodek have established the Her- 
ald Advertising Agency, 186 W. 
Berks St., Philadelphia. The tele 
phone number is Nebraska 5262. 


RAPID 
now ™ Detroit 


@ Northern Electrotype Company now Detroit Link 
in Rapid’s chain of Electrotyping plants 


Y acquiring—from Wayne Colorplate 
Company—the entire capital stock 


of Northern Electrotype Company, the 


largest in Detroit, Rapid has forged 
another link in its national -local 


chain. 


Thus Rapid adds to its national service— 


celebrated for 


quality plates—a _ local 


prompt distribution of 
*‘on-the-spot”’ 


electrotype and mat service out of 


Detroit. 


The Detroit unit of The Rapid Electro- 
type Company will continue to operate 
under the name of Northern Electrotype 


Company. 


It will continue to be oper- 


ated and supervised by the same group 


of men who have served, so well and 
faithfully, the advertisers in that area. 


Any changes to be made will be in the 
nature of modernization, where neces- 
sary, of production and shipping facilities, 
so that clients may obtain the fullest 
possible measure of satisfaction. 


Rapid now serves advertisers with local 
facilities from four important points— 
New York, Cincinnati, San Francisco, 


Detroit. 


This in addition to its un- 


equaled national service from Cincinnati. 


Every member of the Rapid organization 
extends the hand of friendship and co- 
operation to every member and customer 
of the new Detroit division. 


CINCINNATI BRANCH OFFICES: NEW YORK, CHICAGO, SAN FRANCISCO, DETROIT 
THE ATLANTIC ELECTROTYPE & STEREOTYPE COMPANY, 228 East 45th St., New York 
HOFFSCHNEIDER BROS., 500 Howard St., San Francisco. 324 Thirteenth St., Oakland 


NORTHERN ELECTROTYPE CO., 47 Burroughs St., Detroit 
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Francis Atwater Dies 


Francis Atwater, 77, who founded 
the Meriden, Conn., Evening Journal, 
and the Havana Journal, first Ameri- 
can newspaper in Cuba, died Nov. 25 
at his home in New Haven, following 
a long illness. Mr. Atwater was 
president of the Journal Publishing 
Company, Meriden, from 1886 to 1913, 
when he retired. 


N. W. Emerson, Former 


B. B. D. & O. Head, Dies 


Natt Waldo Emerson, who, until 
his retirement two years ago, was 
vice-president in charge of the Bos- 
ton office of Batten, Barton, Dur- 
stine & Osborn, Inc., died at Han- 
over, N. H., Nov. 19. 

Upon his retirement from active 


business, Mr. Emerson moved to 
Hanover, where he became business 
manager of the Dartmouth Alumni 
Magazine. He had been active in 
alumni affairs since his graduation 
from Dartmouth in 1900. 


W. I. Tracy Named 


Baxter Travel Agency, New York, 
has appointed W. I. Tracy, Inc., New 
York, for its advertising. Metropol- 
itan newspapers will be used for the 
present, with magazines to be added 
later. 


Foote & Barton Named 


Foote and Barton, publishers’ rep- 
resentatives, of New York and Bos- 
ton, have been appointed New Eng- 
land representatives of United States 
News, Washington, D. C. 


J. R. Palmer Dies 


J. R. Palmer, 65, advertising execu- 
tive and manager of Carolina Pub- 
lishing Company, died at his home 
in Charlotte, N. C., Nov. 25, He had 
been connected previously with 
papers and agencies at Chattanooga, 
Tenn., and Atlanta, Ga. 


Columbia Unites 


Program Departments 
The commercial and sustaining 
program departments of Columbia 
Broadcasting System, New York, will 
be combined into a single organiza- 
tion Jan. 1 in a move to apply all 
available program building resources 
to every creative problem. 
Lawrence W. Lowman, vice-presi- 
dent in charge of operations, whose 
duties now include the sustaining 


end of the work, will be the admin- 
istrative head of the combined de 
partment. W. B. Lewis, now in charge 
of the commercial program depart- 
ment, will be director of broadcasts 
in charge of program building activi- 
ties. 


Lynch to King, Inc. 


Joseph H. Lynch, associated with 
House Beautiful for 14 years, joined 
Archer A. King, Inc., Chicago, in the 
service of magazine publishers in the 
midwest territory, on Dec, 1. 


Changes Name, Moves 

Utter & Evans, Inc., Fort Worth, 
Tex., has changed the corporate name 
of the firm to Lithograph-Arts Cor- 
poration, and has moved its head- 


quarters to Dallas. 
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12 Directors — 
Are Elected by 


Research Group 


Chicago, Nov. 29.—With election of 
a board of directors of twelve mem- 
bers, the Chicago Market Research 
group effected a permanent organiza- 
tion at a meeting this week. Officers 
will be elected later. 

The new body will operate as sim- 
ply as possible, in order to concen- 
trate on an effective program. Mem- 
bership dues will be nominal. A 
program committee of seven mem- 
bers will be formed, each to be re 
sponsible in rotation for a meeting 
of the group. 

Directors of the Chicago Market 
Research group are L. O. Brown, 
Northwestern University; C. C. 
Chappelle, Blackett-S am p1e-Hum- 
mert; E. K. Hartenbower, National 
Broadcasting Company; Kenneth 
Laird, Western Company; R. N. Me- 
Murray, Psychological Corporation; 
J. J. Martin, Henri, Hurst & Me 
Donald; M. K. Nolan, Market Re- 
search Corporation; W. B. Rickett, 
Booz & Fry; L. Edward Scriven, 
Lord & Thomas; Donald White, gen- 
eral market counselor; and Bradley 
Williams, McCann-Erickson. 


Color Art Work on 
Poster Done by Pernod 


ADVERTISING AGE of Nov. 25 stated 
that through error, the committee in 
charge of the sixth annual exhibit 
of outdoor advertising art, held in 
Chicago recently, credited the wrong 
firm with production of the color 
photograph used in the “grandma” 
poster for Chesterfield, which was 
awarded honorable mention, and that 
the photograph was the work of Gus- 
tave G. Pernod, New York. 

Mr. Pernod has informed ADVERTIS- 
ING AGE that his organization did the 
color art work on the posters, but 
did not handle the photography. The 
posters were made from black and 
white photographs, the work of Wine- 
miller & Miller. 


Florida Court Outlaws 
Part of Chain Store Tax 


Parts of Florida’s chain store tax 
law were ruled unconstitutional Nov. 
26 by the state supreme court. The 
court held valid graduated occupa- 
tional license taxes, ranging from 
$10 to $400, on the basis of the num- 
ber of stores in a chain, and a gross 
receipts tax of one half of one per 
cent in all stores. Gross receipts 
taxes of more than this amount were 
outlawed. 

The chain store tax act, imposed 
on all retailers, sought to graduate 
gross receipt levies upward to five 
per cent on chains. 


Adcrafters to Celebrate 


_ 30th Anniversary 

The Adcraft ~ Club~ of ~ Detroit, 
founded Dec. 5, 1905, by Henry T. 
Ewald, president of Campbell-Ewald 
Company, Inc., will celebrate its 30th 
anniversary with a banquet at Hotel 
Statler Dec. 6, at which advertising 
and business leaders will be honored 


guests. Clarence Buddington Kel- 
land, author, will be _ principal 
speaker. 


Verne W. Tucker is general chair- 
man for the event. Gordon K. Mac- 
Edward is president of the club. 


Dr. Durrett Re-Named 
Drug Control Chief 


Dr. J. J. Durrett, for the past four 
years director of professional rela- 
tions of E. R. Squibb & Son, New 
York, has resigned to resume his 
former post as chief of drug control 
of the U. S. Food and Drug Admin- 
istration. 

He originally entered the service 
of the Food and Drug Administration 
in 1928, and resigned in 1931. 


Retains Campbell-Ewald 


Campbell-Ewald Company of New 
York, Inc., has been appointed for 
advertising of Latex Fiber Industries, 
Inc., Beaver Falls, N. Y., maker of 
latex-bonded cellulose materials for 
the automotive, shoe, book binding 
and other industries, 


Henriquez to Agency 
R. D. Henriquez has joined Sim- 
monds & Simmonds, Chicago agency, 
and will divide his time between pro- 


duction and contact. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


These before and after 
have been improved without radical change. 


package, with No. 2 the newer. 
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REFINES PACKAGES WITHOUT MUCH CHANGE 


| Asperg 
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ASPIRIN 
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The convenient way 


totake ASPIRIN 


hotos show how Feen-a-mint and Aspergum packages 
No. | in each case is an older 
Aspergum No. 3 is the English package. 
(Story on Page 21.) 


ACT AS JUDGES IN CADILLAC CONTEST 


SPECIAL PACK FOR TOMATO JUICE 


FREE 


THESE SMART NEW 
BEVERAGE GLASSES! 


Set of Three Packed 
with Six Cans of 
Campbell's Tomato 
Juice in This Big 
Special Offer 
Package — All for 


49: 


(The price of the Tomete Juice Alene!) 
NOTHING TO MAIL OR SEND IN| 
IUSTGO TO YOUR GROCER'S..NOW! 


} STYLE MASTERPIECES OF 
: TABLEWARE! 


Campbell’s Make this Striking Free Offer Only to 
Introduce More Harrisburg Families to the Lively, 
Fresh-Tomato Tang of Campbell’s Tomato Juice 


to acquaint you with the thrilling flavor, the 
high health v.lue, the downright goodness 


é 
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FROM FINEST TOMATOES GROWN 


From the first sip you will thrill to the lively 


clear gleaming quality ‘tang of Campbell's Tomato Juice, This is the 
special chip-proof rim. pure natural juice of the finest tomatoes grown. 


RELIABLE SOURCE OF VITAMIN C. 
Wise housewives are making Campbell's 


SEE GROCER AT ONCE! 

Geo to your grocer's now! Ask him for 
Campbell's Special Offer Package. Remem- 
ber, he has only @ hmited number of these 

smart new included 


free So act at once. You will be glad you did! 


Combleld., 


“= TOMATO JUICE 


TASTE THE DIFFERENCE! 
TUNEIN! 


Grace 
BURNS " ALLEN 
\ WHP Wednesdays 30 P.M. 


PORTABLE FOR GIFT 


(jive an 


UNDERWOOD 


PORTABLE 


This gift window display for the Under- 
wood Portable was produced and de- 
signed by Sweeney Lithograph Company. 


FOR BRITISH FAIR 


ys 


This poster, issued by the British govern- 

ment, is now being shown in 44 countries 

to arouse interest in the British Industries 
Fair. 


(Left) T. F. MacManus, president of 
MacManus, John & Adams, Inc., and 
George Slocum, publisher of Automo- 
tive Daily News, judges in the recent 
Cadillac contest, look over some of the 
essays. B.C. Forbes, publisher of Forbes 
Magazine, was the third judge. (Story 
on Page 21.) 


QUALITY RIDES HIGH 


ONE THING THE 
DEPRESSION COULDN'T KILL 


‘That rough, bratal fellow Depression hed s goed many 
‘tier ad i prod 


Low Price. People 


twek charger 
bought things they haew were junk —end couldm’t help it) 


have eroreed ¢ abort ume before. 
Now 1 becomming happily ~belenemmely different 
‘Taste le emerging: la tentatively trying out te wings and 
thereughl) enjoring 1 lmstinetively \{ recoils from seme pur- 
chases which Nend has been dictating Inetimetivety, waraty. it 


cmaefabnoes, 
‘img price nt censure of value 
Taste defiastely leading mare amd mere poopie te thie 


oe 


‘te get your money's werth you can sasily imagine whet calid 
patiafnction wy get out of sowing our customers make pur 
chases that they and we hnew are right and worthy. 


B's just great te be “on the up”! 


MARSHALL FIELD & COMPANY 


Unusual institutional advertisement for 

Marshall Field & Co.'s Chicago retail 

stores, stressing the comeback of quality 
buying. 


(Left) This five-column newspaper copy 

in Harrisburg, Pa., Nov. 21, introduced 

an unusual new “premium package" for 

Campbell's tomato juice. A set of three 

beverage glasses is packed with six cans 

of tomato juice, the unit selling for 
49 cents. 


NEW THEME APPEARS IN CASHMERE COPY 


Now. 


lovtlcr way “y to hae ' 
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Upper half of a piece of Cashmere Bouquet soap advertising which will azpear 


in the February and March issues of women's magazines. 
avoid offending” will be the theme of the campaign. 


“A lovelier way to 
(Story on Page 15.) 


EMPHASIZES THE IMPORTANCE OF HOSIERY 


GOTHAM: 


BEAUTIFUL STLK STOCKINGS 
mee 


The fact that hosiery often becomes a major item of apparel ig conveyed by this 


new, hand-colored display card of Gotham Silk Hosiery 


Company, New York, 


which shows how a resourceful miss has contrived a fetching costume with stock- 


ings, armchair and two bracelets. 


PEN DISPLAY SOLVES TWO PROBLEMS: 


This molded display for Parker pens, designed by Paul Ressinger, ‘Maabades FY 


flickering light which shines through the Plaskon tray 
transparency of the barrels. The pens are shown with 


and demonstrates thei 
their points uncovered. 
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ADVERTISING AGE 


December 2, 193§ 


Research-a fundamental 
Means to an end 


... getting facts is never an end in itself 


HE true function of advertising research is apt 
te become blurred in these complex times. Too 
often, it assumes an academic importance which 
loses sight of its fundamental task—that of get- 
ting new facts about markets and merchandise 
from which to evolve great selling ideas. 

How to find out often over-shadows what to find 
out. But Lord & Thomas always remember that 
getting facts is not an end in itself, though we yield 
to none in our recognition that fact-finding is a 
fundamental means to our ends. 


Where Facts Are Found 


Facts from which great Reasons-Why are sifted 
may be found outside, as well as inside, a client’s 
business. And in the fundamental research which 
yields these facts, Lord & Thomas delve deeply in 
many fields. 

We believe, for instance, that we are unique for 
our “liaison” between science and advertising. 
Many of our most successful campaigns result from 
facts gathered through personal contact with men 
in scientific centers, laboratories, hospitals and 
universities. 

Lord & Thomas’ ability to get significant facts — 
fast — without involving either a client or ourselves 
in costly procedure, comes from knowing exactly 
where to go. Every Lord & Thomas office has de- 
veloped a technique whereby its research is pro- 
portioned not only according to population, but 
according to incomes, occupations, sex, age and 
race. This makes it possible for us to get our facts 
with a minimum number of calls. 


Here is an Example 


We recently completed a national survey for a 
maker of a small popular-priced packaged article. 
We interviewed 13,000 consumers in 80 cities, 
from coast to coast. The time allowed us was three 
weeks —in which we had to make the survey, plan 


it, organize trained investigators, collect returns, 
tabulate and analyze them. We had one of the 
largest independent research organizations in the 
country estimate on the job. They said, “$7500— 
but it can’t possibly be done in three weeks.” 

Lord & Thomas’ own Research Department did 
the job in less than three weeks, at a cost of less 
than $4000. And from its facts came a Reason-W hy 
that was at once new, compelling and exclusive. 


Research Reveals Every Detail 
of our Client’s Business 


Lord & Thomas seek to know every detail of a 
client’s business. His manufacturing, merchandis- 
ing and distribution are subject to our constant 
study—from the outside viewpoint. We seek to 
know, personally, the key buyers and _ policy- 
pioneers in every line of trade affecting our clients. 
We contact them regularly. And we have scores 
of devices for keeping in tune with shifting buy- 
ing habits, brand preferences, price policies and 
trade practices. 


Rich By-Products Often Revealed 


The getting of these facts is tremendously impor- 
tant. Not only for the ultimate great Reason-Why, 
but for the mine of helpful suggestions which so 
often reveal themselves as rich by-products for the 
advertiser. And yet—research can never be more 
important than as a fundamental means to this 
end: that of sifting these facts for the one great 
selling idea on which success in advertising mainly 
depends. 

This selection is the big fundamental in all ad- 
vertising research. It is also the rare and difficult. 
But it is a working principle at Lord & Thomas—a 
tested principle born of experience. For we have 
invested $180,000,000 for our clients in advertis- 
ing during the last five years of depression alone. 


LORD & THOMAS . advertising 


There are Lord & Thomas offices in New York; Chicago; Los Angeles; San Francisco; Toronto; Paris; London 
Each office is a complete advertising agency, self-contained ; collaborating with other Lord & Thomas offices to the client’s interest 
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